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HERE ARE THE FACTS 


The exclusive method of Columbian 
Waterproofing makes Columbian 
the most flexible Rope on the 
market, regardless of how wet it 


becomes. 


The famous Columbian Red, White 
and Blue Tape-Marker, found in 
one strand throughout the length of 
all Golumbian Tape-Marked Rope, 


permanently identifies it. 


Think what these credentials mean Columbian is The Guaranteed 


to you and your customers. Rope. Every foot of this Rope has 


the backing of the extensive Co- 


No other rope offers all of these ad- 3 death 
lumbian organization. 


vantages. 
All Columbian Products are made 


COLUMBIAN ROPE COMPANY exclusively in the world’s most 
352-80 Genesee Street, Auburn, “The Cordage City,” N. Y. modern Cordage Mills at Auburn, 


Branches: New York Chicago Boston New Orleans : 
N. Y., by free American labor. 


COLUMBIAN ::::ROPE 


‘The Hardware Dealers’ Magazine” Published Every Other Thursday 

















We Buy as We Sell 


Statement of 





























Statement of Sales Policy « e e 


(As published in April issue of Hardware Age) 


MILFORD and MILFLEX hack saw blades are sold 
exclusively through Distributors and Jobbers in vari- 
ous channels of distribution in territories where repre- 
Direct inquiries and orders 





sentation is established. 
are referred to these representatives. * * e 


MILFORD and MILFLEX hack saw blades are not 


sold direct except in territories where representation 





has not been established. Such direct sales are made at 
resale prices enabling nearby Distributors and Job- 
bers to compete. * * e & a 


MILFORD and MILFLEX hack saw blades are sold 
without re- 
The 
same discount is given all representative Distributors 
and Jobbers stocking these lines. @ @© © @ © 





under a nationally announced discount, 
bates or special concessions of any description. 


MILFORD and MILFLEX hack saw blades carry an 
announced resale price that provides an adequate mar- 
gin of profit to Distributors and Jobbers. Price cut- 
ee e® ® 





ting is vigorously discouraged. © 


MILFORD and MILFLEX, 
private brands of hack saw blades, are not sold 
through any one channel of distribution at prices 


other factory, special or 





lower than quoted representative Distributors and 
Jobbers in all channels of distribution. If manu- 
factured, special grades of hack saw blades, or their 
equivalent, will be available to representative Dis- 
tributors and Jobbers in all channels of distribution 


at the same prices and terms. ee ee e 


At the request of any Distributor or Jobber, representing these 
lines, we will disclose our discount schedule in substantiation of 
our nationally announced price policy. 


Buying Policy 


MILFORD and MILFLEX supplies used for 
maintenance purposes are bought exclusively 
through Distributors and Jobbers, and where 
possible, through local suppliers. 





MILFORD and MILFLEX maintenance sup- 


plies purchased from a Manufacturer with- 





out local representation are specified to be 
billed through local suppliers, if possible, or 
by Manufacturer’s Distributor or 


Jobber. 


nearest 


MILFORD and MILFLEX and 


supplies are purchased without request for 


materials 





price or other special concessions, but under 
a guarantee that prices, terms and other con- 
ditions of sale are as low as given for approx- 
imate quantity and like quality and delivery. 





MILFORD and MILFLEX suppliers are 
expected to retain an adequate margin of 
profit. Deliberate price cutting is not 


countenanced and orders are not placed on 
such a basis. 


MILFORD and MILFLEX materials will not 
be purchased in a special or private brand 
from any source of supply at a lower price 





than a standard brand of like quality. 


Prices, Terms and Other Conditions of sale for ma- 
terials purchased will not be misrepresented by us to 
prospective suppliers or their salesmen in order to 
secure lower prices. 


THE HENRY G. THOMPSON & SON CO. 


New Haven, Conn. 


March 27, 1933. 
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THE ONLY 


——-—- 


SHOT THAT COUNTS 











REMINGTON ARMS COMPANY, 


© 1938 R. A. Co. 


Remington, 


WEEKLY@§LETTER 












Like the Kleanbore formula, Hi- 
Speed .22 cartridges were first introduced by 
Remington. The high-speed feature is not pro- 
tected by patents as Kleanbore is, but Remington 
Hi-Speed .22’s are as far superior to others as 
Kleanbore is superior to other non-corrosive car- 
tridges. 
It is true that the regular Kleanbore .22's outsell 
all others, but there is a strong demand for Klean- 
bore Hi-Speeds and it is steadily increasing. They 
have a velocity that is 25 per cent greater, and a 
smashing power that is 50 per cent greater than 
ordinary .22's. These features coupled with their 
longer range and flatter trajectory give them a 
great advantage for killing small game, and pests 
that destroy game, poultry and farm crops. 


INC., 





HI-SPEED 


When we compare the various high-speed .22's 
for accuracy, Kleanbore Hi-Speeds are in a class 
by themselves. They are absolutely unchal- 
lenged in this respect. 


While Lead Lubricated bullets are always more 
accurate and less wearing on the barrel than any 
dry bullets, all Kleanbore .22’s are furnished with 
either Lead Lubricated or Silvadry bullets. The 
dry bullets are preferred by many because they 
can be carried loose in the pocket. Silvadry 
bullets are the most accurate and the least harm- 
ful to the barrel of any bullets of this kind. 


You will sell more .22's of all kinds if you concen- 
trate on Kleanbore. Your jobber will supply 


you. Don't submit to f H 


substitution 
P eside nt 


Originators of Kleanbore Ammunition 


MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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IS. THE SHOT THAT HITS 


THE ORIGINAL 
| 22's 
LEAD THE FIELD IN QUALITY 


BRIDGEPORT, CONNECTICUT 
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Hr’. YOU NOTICED how some men 

have the knack of getting people to 
agree with them instantly? Put them down 
for good salesmen no matter who they are. 


Then apply this rule to advertisements. A suc- 
cessful advertisement must get the reader 
instantly to agree with its headline. 


Now notice how this rule is applied to the 
national advertising now busy selling Nicholson 
Files. Not one reader in millions (and there 
are actual millions reading our advertising) will 
fail to agree that Taking Punishment is Part of 
the Telephone linemen’s work. 


And then, the first thing the reader knows, he 
is agreeing that Nicholson Files have the 
quality which enables them to do hard jobs 
and are the files for him to use and that a 
hardware store is the place to get them. 


After all, it’s mostly a question of getting 
the reader in the right frame of mind. 


You'll find Nicholson Files at your jobber’s. 
Nicholson File Company, Providence, Rhode. 
Island, U.S. A. 


Genuine 
NICHOLSON FILES 


A FILE FOR EVERY PURPOSE 























COMMERCIAL 
EXPRESS 


With Floating Power 
engine mountings, X 
Bridge Type Frame, 
Valve Seat Inserts plus 
many other features. 
Ideal for hardware deal- 
ers, plumbers, decora- 
tors, electricians, etc. 
Handsome and aston- 
ishingly low priced. 


450 


F. O. B. Factory, Detroit 

















DODGE COMMERCIAL CARS AND TRUCKS 
NOW INTRODUCE NEW STANDARDS OF VALUE 


Here’s real news! Dodge trucks are now 
offered in the low price groups. The new 
models unquestionably are the handsom- 
est ever put on the highway. Even the 
lowest priced models have extra value 
advantages. Special valve seat inserts 
save gas and oil and prevent valve grind- 
ing expense. Hydraulic brakes, always 
equalized, stop safe and quick. Metal parts 
rust-proofed so finish stays bright. Extra 
big loading space. Extra rugged frames. 
Many other features of superiority. Bump- 
ers, dual wheels and special equipment at 
only slight additional cost. So, before you 
buy any hauling unit in fairness to your 
pocket book, see your Dodge dealer. Or 
write the company direct for literature. 


DODGE BROTHERS CORPORATION 
DETROIT, MICHIGAN 


DODGE TRUCKS 
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DODGE *4—1 TON PANEL TRUCK—Has $ 

many sensational advantages. 131” 

wheelbase. Powerful 62 H. P. Engine. 

Hydraulic Brakes. Extra strong 

Frame. Body builttostay quiet.Many F-. 0.B. Factory, 
special new features. Standard Chas- Detroit 

sis $490 f. o. b. factory, Detroit. 

















11% TON STANDARD TRUCK CHASSIS— 
More value for your dollar than you $ 
ever dreamed of getting before. 131” 

wheelbase, Deep section frame, Hy- ,. 
draulic Brakes, Full floating rearaxle, F. O. B. Factory, 
Exhaust valve seat inserts and many Detroit 
more plus-quality advantages. 
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CLOVER MFG. CO. 


Norwalk, Conn. 


ABRASIVE PAPERS AND CLOTHS — GRINDING COMPOUNDS 





CLOVER GREEN-STRIPE 


FLINT SANDPAPER 
Unit 1 Ream 


Standar Special 
3 8%” x 101%” 
Sheets Sheets 
in grits 


No. 3/0 to No. 3 


CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE CLOTH 
Unit % Ream 
Standard 9” x 11” sheets 
in grits No. 7/0 to No. 2 


Also packed in Display Shelf Boxes 




















SANDPAPER IN 









CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE 
CLOTH ROLLS 
50-yard 
ECONOMY ROLLS 


in Grits 
No. 7/0 to No. 2 








DISPLAY 
SHELF BOXES 
Standard Special 
9” x11” 8%” x 10%” 
Sheets Sheets 
SAND 
PAPER 
ROLLS 
1 inch wide 
in grits 





No. 2/0 and 
No. 1/0 





50 yards 











CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE ROLLS 
METAL-CUTTING CLOTH 


in widths 214” to 24” 
in grits No. 4/0 to No. 2 





50 yards 








CLOVER GREEN-STRIPE 
FLINT SANDPAPER 
HOUSEHOLD PACKAGES 


36-10c. packs of 
20 sheets each 





CLOVER YELLOW-STRIPE 
ALUMINOUS. OXIDE PAPER 
FLOOR-SANDING ROLLS 


Open or Closed Coat 
50 yards in widths 4” to 12” 
in Grits No. % to No. 3% 








CLOVER RED-STRIPE 
TURKISH EMERY CLOTH 
Unit .% Ream 
Standard 9” x 11” sheets 
in grits No. 3/0 to No. 3 
Also packed in Display Shelf Boxes 














HOUSEHOLD METAL- 
CUTTING AND EMERY 
CLOTH 


12-10c. packs, 6 sheets each, 
assorted grits 














CLOVER ORANGE-STRIPE 
GARNET FINISHING PAPER 
made in Open Coat Only 


Grits No. 7/0 to No. 0 
Unit % Ream 


GARNET CABINET PAPER 


made in both Open and Closed Coat 
Grits No. 4/0 to No. 2 
Unit % Ream 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE METAL- 
CUTTING CLOTH BELTS 


Widths 2%” to 14” 
Grits No. 4/0 to No. 2 








CLOVER ORANGE-STRIPE 
GARNET ROLL PAPER 


Made in both, Open and Closed Coat 
Widths 4” to 24” 
Grits No, 6/0 to No, 2 











CLOVER VALVE-GRINDING COMPOUND 


4-oz. and 2-oz. Duplex Cans 
Containing equal parts 
Grades E for Roughing, A for Finishing 
The compound in these cans is suitable for 


grinding valves, lapping cylinders, fitting 
piston rings, etc. 











CLOVER LAPPING COMPOUNDS 
For Shop, Tool Room and Garage 
Put up One Grade to the Can 
%-lb., %-Ib., 1-lb., 5-lb. Cans 


From Grade 2-A to Grade 50 





CLOVER WATER-MIXED 
VALVE-GRINDING 
COMPOUND 


One Grade to the Can 
Two Grades 
Medium and Coarse 


8 Grades 2-0z., %4-lb., 1-lb. Cans 
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LIBBEY: OwENS: FORD 
IMPROVED QUALITY WINDOW GLASS 


flatter 


brighter 


fat -Yola-t4 


more even reflections 


no increase in cost 


The L-O-F labe s your 
protection and your 
customers . Always pointit 
out. A blue label indicates 
double strength, a red 
labe! single strength 





This improved glass gives you a better chance to show a larger profit on 
more window glass sales. It is a better glass . . . that’s why you will sell more 
of it. It is nationally advertised . . . that’s why it’s easier to sell. It is less 
brittle and much easier to cut... that’s why there is less loss through break- 
age. Ask your jobber’s salesman about Libbey-Owens-Ford Improved Quality 
Window Glass. Let him help you maintain a balanced stock so that you can cash 


in on the new opportunity for profit offered by this improved window glass. 


LIBBEY: OwENS: FORD 
QUALITY GLASS 





LIBBEY-OWENS- FORD GLASS COMPANY, TOLEDO, OHIO, manufacturers of Highest Quality 
Flat Drawn Window Glass, Polished Plate Class and Safety Glass; also distributors of Figured and 
Wire Glass manufactured by the Blue Ridge Giass Corporation of Kingsport, Tennessee. 
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RETAIL 


(US.TAX INCLUDED) 


NEW Dedl 


For Gun SALES 


HIS announcement starts Winchester Model 97s 

SELLING to gun-wise shooters at such a big 
SAVING—$7.45, or one-fifth off, on each gun—that you 
will need stock AT ONCE! 

Reduced from $37.20—a 20% mark-down! Get them 
in your WINDOW. Get them on display UP FRONT. 
Get them in your ADVERTISING—ig POST CARD 
mailings. Talk them and STOCK THEM for volume 
business to your shotgun trade. 

NOT ONE PENNY reduced in value. Famous the 
world over. Nearly a million sold. 


Standard grade only, 12 and 16 gauges. 


U. S. excise tax of 10% is included 
in both wholesale and retail prices. 


Order from your Jobber TODAY 


WINCHESTER REPEATING ARMS COMPANY 
NEW HAVEN, CONN. 
U. S. A. 
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FEDERAL 


5 PIECE GIFT SET of 
CHIP-PROOF:-STAINLESS 
GUARANTEED ENAMELWARE 


<> 


Renee 








tM Nee ; When that Million Say ‘Ft do ~ . 
PR ee 110 MILLION PEOPLE WILL BUY 


A million new -brides for 1933 means 1,000,000 kitchens without a 
single cooking utensil... AND it means ten million “gift givers’ will 
BUY. @ This beautiful new set makes a gift which any woman is proud 
to give or receive .. . Always in good taste, smart, permanent, practical 





WITH EACH GIFT SET DEAL —it greatly reduces the time, toil and trouble of cooking... At our 
wr 1 E. ae r re ' | special retail price of $12.95” your profit is over 50% (Individual pieces 
“i ae as low as 75c retail). @ Remember, newlyweds have money—they 

UIPPROO need kitchen equipment—they are easy to cultivate as PERMANBNT 
customers and this new Federal ware is their logical choice . . . Write 
for literature . .. TODAY. *Prices slightly higher in the Far South and West. 


FEDERAL ENAMELING & STAMPING CO. 


World's Largest Manufacturer of Enameled Kitchenware 


PITTSBURGH e PENNSYLVANIA 





10 HARDWARE AGE 





—™ New Deal 














~ 
Valentine & Company Offer Paint- Dealers 
§ New Services to Increase Sales 
HIS country is getting a “new deal.’’ Money is coming out 
of hiding ... more people are going to work . . . at last, there 
is a start toward applying paint where it has been badly needed 
for the past three years . . . and that means increased paint 
sales for 1933. 
Here is a “new deal” for you... designed to increase your 
share in long-delayed paint sales . . . the new 8-point Service 
Plan to Valentine Dealers. 
{; National window and store- 5 Co-operative educational 
‘display service. store-salesmen service. 
2 Store-personalized window § Specialized house-paint cam- 
demonstration service. paign. 
Local consumer advertising ‘7 House-painter and architect 
service (Direct-Mail, Radio, demonstration meetings. 
Newspapers). ‘*The Valentine Associated 
4 Direct-consumer solicitation Dealers’’— Co-operative and 
4 iq service. mutual. 





The Valentine Salesman will tell you how this new 8-point 
Dealer Service Plan fits you into the present-day picture for 
bigger sales and greater profits. 


VALENTINE & COMPANY 


386 Fourth Avenue, New York City 


manens or WAT SPAR rmusnes 
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The Big gest Sales Factor in 62 
8 Years of Washing Machines | 
The NEW HORTON with the 
AUTO-SAFE WRINGER 


(PATENT PENDING) 

















OW, Horton, builder of America’s 
first washer, gives dealers the sales 
leverage of a new and powerful appeal. 





In automobiles, four wheel brakes; in 
radio the all-electric set, gave their re- 
spective industries tremendous impetus. 
Equally dramatic is the Horton Auto-Safe 
Wringer, and equally important in profit 
possibilities for washing machine merchants. 





The Horton Auto-Safe Wringer is so 
automatically safe that one can operate it 
blindfolded! And more—this safety can be 
demonstrated so impressively that a new 
avenue to sales and profit is opened to 
Horton dealers. 








The new Horton line includes four 
washers, in a retail price range which 


meets every need of the market and every Put Your Hand Between the Moving Rolls FIG 


with 


; of the Horton Auto-Safe Wringer to prove that it is automatic- 

° : . part 
TF nae for profitable sales ally safe. Consider the sales value of such a dramatic demonstra- load 
Great strides have been made in the man- tion! Do not confuse this advance with the safety releases now FIG 
ufacture of washers since Horton offered incorporated on conventional type wringers. In the Horton shor 
the first machine in 1871. But not all that Auto-Safe it is the exclusive construction— employing four — 

progress has seen such asa les-compelling ad- rolls instead of two—which provides positive, automatic safety. e 
ein 


vance as is represented in the new Horton And this new wringer is only one of Horton’s many sales 


DeLuxe, with the Horton Auto-SafeWringer. features which include: floating power; sealed mechanism; 
special agitator for faster washing action; extra size tub, 


SEND THE COUPON now for full infor- clamped — not bolted, to frame. 
mation — without the slightest obligation. Get the facts now about this big profit opportunity! 
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FIG. 1 Auto-Safe Wringer 
with pressure released. Rolls 
part automatically when over- 
loaded and stop revolving. 


FIG.3 Top swung back 
showing four roll construc- 
tion. Lower rolls “floating” 
for safety feature; upper rolls 
for final wringing, pressure 
being applied horizontally. 





FIG. 2 Rear view. Shutter is 
closed and no moving parts 
are exposed on reverse side. 
Water always drains correctly. 


FIG. 4 Looking down on 
wringer. Upper rolls revolve 
in outward direction; noth- 
ing can enter here. Deflector 
in center guides clothes as 
desired. Metal plates on each 
side prevent wrap-around. 


EXCLUSIVE FEATURES 


Perfect Safety, no lever to strike to prevent harm 
to person or garments... Automatic Overload 
Release, avoids damage or jamming of wringer... 
Double Wring, removes more soap... No Re- 
verse Lever, clothes may be fed from either side... 
Water Always Drains Correetly, interlocking 
control... Double Life to Rolls, because of way 
in which four rolls operate... No Wrap-Around 
Nuisance, metal protector plates prevent this... 
Complete Visibility, clothes come out at top of 
wringer...Cam be Operated Blindfolded, 
proof of automatic safety... Emds Worry and 
Nervous Tension during wringing operation. 


SER eR eR OR EE RE eee ee ee ee ee ee ee ee 
FHORTON MANUFACTURING COMPANY 
501 FRY STREET, FORT WAYNE, INDIANA 


Without obligation to me, please send full information about the 
i Horton Auto-Safe Wringer and the profit opportunity with the new 
line of Horton washers. 


i Name 
i Street. 


City. 
{ Stat 














Cad mtu weeps wus AND 
BOLTS CLEAN AS A HOUNDS TOOTH 


Waste in any form is frowned upon 
today. That’s why it’s time to give a little 
serious consideration to the advantages of 
cadmium plating on bolts and nuts. 

Cadmium isa rust and corrosion-resisting 
metal. When electrically deposited on steel 
bolts and nuts, it produces a finish similar 
to electro-galvanizing. However, it deposits 
more uniformly and bonds more perfectly 
than zinc, particularly in the crevices on the 
inside of nuts where zinc is difficult to de- 
posit. Consequently, it resists scaling off 
due to blows, and effectively prevents rust 
on the steel. Cadmium has this additional 
advantage—the coating is so thin that it 
does not affect the fit of the nut on the bolt. 

Cadmium plated bolts and nuts may be 
kept in the jobber’s or manufacturer’s stock 
room for any length of time without danger 
of discoloration, staining or rusting. Job- 
bers will always find the stock clean and 
saleable. Manufacturers will find every piece 
in the stockroom useable and, where his 
product is subjected in use to moisture or 
weather, he will lengthen its useful life by 
the use of cadmium plating. 

Include cadmium plated bolts and nuts 
in your next order. Note their improved 
appearance—their greater saleability and 
useability—and balance their very slight ad- 
ditional cost against the insurance they 
bring to your investment in stock. 


Bolts and nuts in all standard and special 
shapes, sizes, alloys and finishes. Standard and 
special rivets of all kinds. Wire rope clips. 
Turnbuckles. Automotive and railroad special 
items. Headed and threaded products for 
every use. Your specialities are our specialty. 
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for Housefurnishings 


From Living Room to Back Yard NESCO PRODUCTS 
answer the requirement for Housefurnishings. 


LIVING ROOM... 
Portable Heaters 
Radiator Covers 

Air Moisteners 


Waste Baskets 


BATH ROOM... 

Hamper Chairs and 
Stools 

Waste Baskets 


LAUNDRY... 
Wash Boilers 
(Copper, Tin and Galv.) 
Galvanized Wash Tubs 
(Square and Round) 
Galvanized Pails 


Kerosene Stoves 





KITCHEN ... 


6 lines of Enameled 
Kitchen Utensils 


Kerosene Stoves and 
Ranges 


Galvanized Containers 


Three lines of Japanned 
and Lithographed 
Containers 


Tinware for Baking 
Utility Waste Baskets 


Refrigerator Pans 





FURNACE ROOM 
Ash Cans 

Ash Sifters 

Bushel Baskets 


GARAGE... 
Gasoline Cans 

Utility Measures 
Crank Case Drain Pan 
Radiator Filling Cans 
Automobile Funnels 


BACK YARD... 
Rubbish Burner 
Garbage Cans 
Sprinklers 


Full Lines— Recognized Quality — Assured Profit. 


The Logical Source of Supply. 


Ask your Jobber. 


NATIONAL ENAMELING AND STAMPING COMPANY 


(A New Jersey Corporation) 


Executive Office: 273 North 12th St. 


Milwaukee, Wisconsin 


Factorses and Branches: New York -— Mitwaukee — Baltimore — Granite City — New Orleans 
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Union Hardware 


Ball-Bearing Roller Skates 


During the past seventy-five years millions of boys and girls 
have sung the praises of these nationally known roller skates. 
The enthusiasm of the younger generation is boundless—it 
spreads like wildfire—one youngster tells another all about 


UNION Hardware Roller Skates. 


This almost endless chain of happy skater advertisers has 
created a demand for these popular priced skates that insure 
SALE after SALE wherever displayed. 


Our part is to keep up the QUALITY—your part to keep 
stocked. 


Send for Catalog which shows complete line. 


No. 5 


For Boys 
and Girls 





No. 6 
For Girls 





“ TORRINGTON, CONN. 
(HARDWARE COMPANY) 
= ~ Established 1854 
Reg. U. S. Pat. Off. New York Office 151 Chambers St. 











Note the attractive 


Sold by ali 
individual package i 


Leading Jobbers Ne. 4 


For Children 











No. 130 
For Men 
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YOUR JOBBER HAS THEM 


First Genuine 
Laminated 
Padlock for 


ON. 


-«. with Eight 
Mighty Features 


N°&. only the first genuine laminated pad- 

lock for 25c, but the first to retail for less 
than 50c! Master’s new STRONG-BOY is 
priced so low and built so well, it’s the nearest 
to being a self-selling padlock ever produced. 


Eight mighty features: (1) 1/2 inch Laminated Steel 
Case, (2) strong Spring Security, (3) 15 different Key 
Changes, (4) A inch high carbon Steel Shackle, (5) 
Cadmium Rust-Proofed, (6) two embossed and nickel 
lated flat Steel Keys, (7) can be Keyed-Alike or 
haesee-Keyed, no extra charge, (8) each lock pack- 
ed [in {Attractive Selling Carton, 12 padlocks to a 

beautiful Sales Display. 
PER DOZEN 


MAY 11, 1938 


ee © «© e OQORDER NOW! 


No. 1400 
“SPECIAL 


ASTER’S “Special” value in the 50c field! 

Ten big quality features: (1) 1% inchLami- 
nated Steel one, (2) ground and highly polish- 
ed, (3) double Spring Security, (4) Cadmium 
Rust-Proofed, (5) 9/32 inch hardened Steel 
Shackle, (6) two corrugated embossed and 
plated Steel Keys, (7) 30 different Key Changes, 
(8) can be Keyed-Alike, or Master-Keyed, no 
extra charge, (9) each lock packed in attrac- 
tive Selling Carton, (10) 6 padlocks to a pow- 
erful Counter Display. 


No. 1400 “Special’“—a 75c¢ 
value for only .. 


MASTER 


a 


= I 
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QUESTION - - 
WHICH FENCE SHALL I SELL? 


SS 
re 





SELL THAT WHICH SELLS 


Zinc Insulated Fences 
Steel Fence Posts 
American Steel Gates 
Banner Poultry Fences 
Protector Poultry Fence 
Netting 
Bale Ties 
Nails, Staples, Barbed 
Wire 
National Expanding 
Anchor Dirt Set End and 

Corner Posts 


Wire of all kinds 














A great deal has been written—and a great deal has been said—regarding the merits and sal- 
ability of fence. There are, however, two indisputable facts that point out a straight and certain 
path to profit. First: American Steel & Wire Company Zinc-Insulated Fences have stood the test 
of time—proved their ability to serve better and with greater economy throughout more years 
than any other fence. Second: these superior fences are the largest selling brand in the world— 


and are demanded by a great majority of the nation’s farmers. 


Thus, time-proved quality—and the biggest demand by far—are perfect answers to the question 
“Which fence shall I sell?’’ 


We will gladly forward to you information regarding Zinc-Insulated Fences—and the equally 


meritorious companion products listed above. 











208 South LaSalle Street, Chicago SUBSIDIARY OF ren [QS stares STEEL CORPORATION _Empire State Bldg., New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Bldg., Baltimore 
Pacific Coast Distributors: Columbia Steel C y, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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The most 
“¢ up-to-the-minute “ 


gift of all— 


Telechron Minitmaster 


“MINITMASTER” is a new kind of 
clock. Modern in principle and 
design. So efficient and easy- 
reading it will probably start a 
time-style. It is certainly a good 
bet for gifts this June, because of 
its novelty. 

Minitmaster says what it means 
and means what it says. You 
8:20 


is 8:20. The minutes click into 





don’t need to look twice 


place like the miles on a speedom- 
eter. The seconds sweep by on a 
revolving disc. 

Minitmaster’s modern case is 
as new as its face—of gleaming 
black composition with gold-fin- 
ished trim—lighted from inside 
by a tiny lamp. It’s handsome, 
handy, and there’s a very satis- 
factory profit in its retail price 
of $9.95. Stock Minitmaster now 
and put it out front where your 


customers can see it. 
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suggests that public acceptance 


makes gifts acceptable 


Isn’r this true? When you buy a 
gift, you think even more about 
brand-name than when you’re 
buying for yourself. You feel 
extra pride in giving something 
that will be recognized as the 
standard of value in its field. And 
if you feel that way, your custom- 
ers do too. 

If you, personally, were buying 
an electric clock right now for a 
wedding or graduation gift, we 
feel pretty sure you’d choose a 
Telechron. You know that Tele- 
chron is the oldest, most familiar, 
most trustworthy name in the 
electric clock field. Your custom- 
ers know it, too, because Tele- 
chron has been the only electric 
clock consistently advertised year 
after year. 

There’s a lot of June gift busi- 
ness floating around your neigh- 
borhood now. Here are two popu- 
lar Telechrons that will help you 
get your share of it. They have 
well-made cases—and dependable, 
self-starting Telechron motors. 
You can sell them with the assur- 
ance that they won’t bounce back 








No. 2F01—-For couples who will be “at home 

after July first’—this wall model for kitchen or 

bath. Chrome case, with molded bezel in colors. 
534” across. Retail price, $4.75. 








eae a ee 


No. 3F51—A handsome little clock with youth- 

ful simplicity—ideal for graduation gifts. Black 

composition case and gold-finished trim. 434” high, 
Retail price, $3.95. 


for service—with the assurance 
that your customers will get their 
money’s worth and you'll get a 
profitable profit. 

Other Telechron clocks in rich 
variety are priced to retail from 
$3.95 to $25. If you’re tired of 
pushing shoddy, unprofitable 
if you’d like to be 


proud of your stock and make 





merchandise 


money . gain—just autograph 
the little coupon duc south of this 
paragraph. 


Warren Tetecrron Company 
45 Main Street, Ashland, Mass. 


[] Please tell me what Telechron can 
do for me. 


(1 Please send me the Telechronicle, 
which gives helpful hints about sell- 
ing Telechron clocks. 


Name 


Address 


(Reg. U. S. Pat. Off. by Warren Telechron Co.) 
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ncreased Sales 





lothing ... 


UNLESS there is sufficient margin to a dealer for 
him to make a profit on every sale. That’s been the 


trouble in the past . . . but Servel has the answer. 


Servel believes that greater profits must go to the 


man who actually makes the sale. 


ERVEL knows that today more than ever 

before, every legitimate source of profit must 
be tapped by the retail dealer and that greater 
drive be put into efforts to sell. 
Servel’s new deal combines greater profit incen- 
tive with direct factory selling help that is effective 
in increasing sales. The new advertising set up 
—lower prices—new lines—the most complete 
electric refrigeration line—with greater margin to 
dealers and a new field of prospects — are all 
pointed for a successful 1933 for Servel dealers. 


CRUSADER | 4 


A new line that beats all low price | 


/ competition with exceptional 
quality. § different models. 
The high-quality hermetically 
sealed line—the market's finest Y 
[| models. 
7 d SERVEL Hermetic 








So 
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at reasonable prices. 9 distinct 
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Servel’s 30 acres of modern electric refrigeration fac- 
tory where Servel-Crusader and Electrolux are made. 


SERVEL is one of the oldest manufacturers of 
electric refrigerators in the industry ... and one 
of the largest. Servel knows how to make good 
electric refrigerators, and how to help the dealer 
sell them. Don’t put it off. Write today—to Servel 


Sales, Inc., Evansville, Indiana. 


GET THE DETAILS OF THE NEW DEAL! 
SOREL eA TLE RSE NITRITE ERI 
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EVEN FROM ACROSS THE STREET 
witH THis ELECTRIC winpow pispLay 


r peg eqns —_ to — and a into — ve The Pictures Change 

ow. You wan em to come into your store an ° 

buy the merchandise you have to sell. The new When the Light FLASHES 
colorful Cyclone ‘‘Red Tag’’ screen cloth electric First you see the interior of a home. 
window display compels the passerby to stop and Discomfort in every room. The occupants 
will even pull people from across the street to look irritated and their health endangered by the 
into your window. It will attract their attention to greatest of all public enemies—F LIES. 

all of the items in your window. These displays are THEN —a compelling flash of light—now 


: the occupants are at ease. The irritating, 
going fast. Be sure to get the greatest value out of disease spreading flies are on the outside. 


yours. If you haven’t received one yet, ask your Kept there by “Red Tag” Screen Cloth. 
jobber or write us direct. Sidecards withsamples of cloth are included. 


It’s colorful. It has action. It will draw 
customers to your store. 


“Red Tag” Screen Cloth 


Made of quality materials ONLY. 
Uniformly woven on the most modern 
machinery. All double selvage. Packed 
in cartons which amply protect the rolls 
because they fit exactly. Easy to handle. 
Easier to stock. 


Gclone xe 
WIRE SCREEN CLOTH 
CYCLONE FENCE COMPANY 
General Offices: Waukegan, II1. 
BRANCHES IN PRINCIPAL CITIES 
SUBSIDIARY OF wea YS sare STEEL CORPORATION 


Pacific Coast Division 
STANDARD FENCE COMPANY 
Oakland, Calif. 











PUSH 
Cyclone “Red Tag’’ Lawn Cyclone Catch-All and “Red 
Fence. The leading seller ( Tag’’ Burner Baskets. A size 
in lawn fence for many DISPLAY , : for every need. A price for 
years. Gates to match. Cyclone “Red Tag’’ Wire Screen every pocketbook. 

Cloth. Highest quality, protected 

by specially strong containers. 


SELL 
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Meeting Today’s Competition 


(A FOREWORD) 


In the April 13th issue was published “‘A Challenge to Hard- 
ware Distribution” and an article by E. B. Gallaher outlining 
today’s competitive problems and means available for solving 
them. The April 27th issue contained an answer to this 
challenge from Seth Marshall, president of the Marshall 
Wells Co., Duluth, Minn. His story was a progress report, 
made recently to a group of retail hardware merchants par- 
ticipating in that company’s Associates Plan which aims to 
put them in competition for today’s consumer business. As 
an appropriate sequel, HARDWARE AGE presents in this 
issue its own first hand story on the operations of the Marshall 
Wells Associates Plan. To properly appreciate these oper- 
ating details it is desirable to have a clear understanding of 
the preliminary steps which led to the inception of the Plan. 
This brief introductory outline undertakes to furnish that 
necessary background. 


OR five years Marshall Wells 

Co. studied the competitive pic- 

ture before launching its Asso- 
ciates Plan. The prices, displays, ad- 
vertising and the actual merchandise 
of chains were investigated very 
thoroughly. During that study pe- 
riod it was definitely established: 
that chain store merchandise quality 
was steadily improving; that more 
efficient distribution instead of cheap 
materials and poor workmanship 
was responsible for the lower prices; 
and that on the value basis a large 
part of the chain store stock was 
serving the consumer satisfactorily. 
In too many lines it was evident that 
both hardware and chains were ob- 
taining similar if not identical mer- 
chandise, the only difference being 
the trade mark and the price. Where 


the hardware store line could claim 
better materials and workmanship or 
had a better finish—and looked the 
part, the competitive problem was 
not as acute. If the extra cost rep- 
resented extra value or greater satis- 
faction the problem was one of cour- 
age and salesmanship. But when the 
customer was as well served with 
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either brand, price was certainly the 
deciding factor. 

With this background of findings. 
the Marshall Wells Associates Plan 
got under way in 1928 with a mere 
handful of retailers participating in 
the experiment. In a modest way 
this wholesaler started the machinery 
for putting these few merchants in 
the competitive picture. It required 
buyers seeking goods instead of 
waiting for them to appear. A short- 
er margin for both wholesaler and 
retailer was unavoidable in selling 
the competitive items. It was im- 
mediately apparent that success 
could come only with a very com- 
plete cooperative wholesaler-retailer 
arrangement. This must include: 
concentration of the dealer’s buying 
in unbroken packages so the whole- 
saler could afford to give the re- 
quired service; actually meeting 
competition when the right price was 
obtained; telling the public about 
the prices available; more prompt 


payment by the dealers; merchan- 
dising helps from the wholesaler; 
regulated wholesale and retail stocks 
to curtail inventory investment; and 
the kind of retail stores that would 
attract and hold consumer patronage. 

Today there are approximately 
300 retail hardware merchants par- 
ticipating in the Associates Plan. No 
claim is made that the plan is per- 
fect nor has its growth been a simple 
and entirely satisfactory develop- 
ment. The change in thought, organ- 
ization and action was entirely too 
radical to be accomplished without 
many difficulties. In a measure it 
was more difficult to persuade the 
staff of the Marshall Wells Co. than 
it was to enlist the support of re- 
tailers. For a time the expansion of 
the Associates’ ranks was too rapid 
for the available facilities. And so 
on the mistakes as well as on the 
successful experiences the Associates 
Plan is making progress. It is a 
definite contribution to more efficient 
and profitable hardware distribution. 

Each Associate Dealer is under 
signed contraét with the Marshall 
Wells Co. This contract clearly 
states the obligations of both parties 
and fairly requires each to meet his 
part in this wholesaler-retailer tie- 
up. Failures of either party to live 
up to the spirit and terms of this 
agreement terminates the arrange- 
ment. 


With this explanatory message HARDWARE AGE presents on 

the pages immediately following a first hand report on the 

operations of the Marshall Wells Associates Plan which was 

developed to place retail hardware dealers in competition for 
the consumer’s current patronage. 
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This Wholesaler 


The Marshall Wells Associates Plan Re- 
quires the Wholesaler to Put Retailers in 
Competition and to Provide Advertising 
and Merchandising Helps. Retailers Must 
Concentrate Their Buying and Make Com- 
plete Use of the Selling Helps Available 


By CHARLES J. HEALE 
Editor Hardware Age 


EN years ago, the Marshall 
Wells Co. realized that its cus- 
tomers, the retail hardware 
merchants, were facing an increasing- 
ly difficult price handicap. For five 
years this company studied the com- 
petitive picture, then launched its 
Associates Plan, which for the past 
five years has functioned to the mu- 
tual advantage of this wholesale firm 
and a group of cooperating dealers. 
Briefly, this plan requires the 
wholesaler to put the dealer in com- 
petition for the consumer’s business 
in all hardware and related lines; to 
provide at low cost an advertising 
plan to tell the public about the 
values offered; to help the dealer 
close out dead stock, providing funds 
and space for more salable merchan- 
dise; to help the dealer arrange his 
store for maximum display and store 
traffic, with related goods together, 
all goods visibly priced; to suggest 
specific window and table displays; 
provide uniform design price tags, 
value-creating talking cards, special 
sale banners, etc.; conduct at least 
once a month a store meeting with the 
help of the territory salesman, who 
must function as a merchandising 
man, similar to the chain store super- 
visor; constantly watch the goods 
and values offered by chain, mail 
order and other competitors; keep 
the hardware dealer advised of 
current competitive conditions; and 
provide competitively priced goods 
promptly, and if necessary without a 
profit to the wholesaler. 
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In return for these useful services 
the Associate Dealer must concen- 
trate his purchases with Marshall 
Wells Co. He must qualify by meet- 
ing the standards set up for store 
arrangement, table and window dis- 
plays and stock control outlined in 
the previous paragraph; pay his 
monthly bills promptly; keep his 
store clean and attractive; permit 
and encourage the territory salesman 
to hold monthly store meetings; 
advise headquarters of current local 
price competition; make use of the 
advertising helps and show some 
willingness to add new lines of goods 
despite traditional objections, if only 
in the spirit of cooperative experi- 
mental work. 


Concentrated Buying 


Fundamentally, this wholesaler 
assumes the complete buying job 
and urges its Associate Dealers -to 
concentrate on selling—where the 
only tangible retail profit is made. 
The wholesaler takes the responsi- 
bility for providing the dealer with 
the proper cost prices, basing all 
activity on the competition the dealer 
faces in selling the consumer—in 
other words “buying backwards.” 
Through concentration of buying, 


Pages and the cover of a recent 32- 

page advertising booklet or catalog 

prepared by Marshall Wells Co. for 

the use of Associate Dealers. Retail 

prices are based on current competi- 
tion for consumer business. 
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prompt payment of bills and avoid- 
ing broken packages, the dealer helps 
reduce distribution costs incident to 
competitive sales activity of whole- 
salers; the handling of long credits, 
credit losses and extra handling 
costs of broken packages. These 
basic factors were part of the Walker 
plan in Toronto, Canada, as reported 
in HarpwarE AGE on January 9, 
1930, and are the principles which 
dominate the Harpware AcE PLAT- 
FORM, first published September 
29, 1932. 


Buyer’s New Responsibility 


This wholesaler’s several depart- 
mental buyers face a huge and new 
responsibility. No longer may they 
wait at their desks for factory sales- 
men to bring in samples and quote 
prices. These buyers must seek the 
kind of merchandise that is selling 
and obtain it on a basis which 
permits the dealer to compete with all 
comers. They must buy at chain and 


mail order stores all goods which 
hardware stores can sell. These pur- 
chases and their retail prices are 
presented to manufacturers for du- 
plication. It is up to each buyer to 
obtain the merchandise by calling 
in likely factory men or visiting fac- 
tories where similar goods are made. 
Both methods are followed. In fact 
these buyers have done and are re- 
quired to continue to spend con- 
siderable time on the road seeking 
merchandise and studying in the field 
the competition faced by dealers. 
If a line of goods does not sell it is 
the buyer’s job to find out why. He 
cannot place the blame on the sales 
department or to the indifference of 
dealers. He must visit Associates 
stores and prove any claims that the 
fault is not his own. 

In every department, the buyers 
first choice is for standard well 
known quality lines if these may be 
obtained on the proper value basis 
to meet existing competition. Only 





Used as a testing laboratory, this model retail hardware store at Duluth head- 
quarters of the Marshall Wells Co. is a great aid in working out both window 
and table display ideas for the Associate Dealers. It is also a permanent (though 
constantly changed) guide for store arrangement helps, visited by many dealers 


during the year. 
Dealer Convention. 
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It is a popular spot during the annual three day Associate 
Note the uniform talking price cards. 


Ag Forward and Buying Backward 


when such goods are not available 
is a house or unknown brand util- 
ized. Taking the business as a whole, 
standard goods appear to be avail- 
able in most lines. 


Goods Laboratory Tested 


Guess work is no factor in deter- 
mining values. Each of the Marshall 
Wells houses maintains a complete 
testing laboratory in charge of a 
skilled engineer competent to gage 
materials and workmanship of all 
merchandise submitted. A great va- 
riety of testing apparatus is required 
to do this job.. Here, merchandise 
purchased from chains, mail order 
and other retail competitors is com- 
pared (for value) with goods offered 
Associate stores. In these labora- 
tories, salesmen’s claims are con- 
firmed or refuted. 

A committee of six dealers meets 
four times a year to confirm values 
and lines selected, to check prices 
and represent the entire Associate 
membership. These meetings are 
held at Duluth, and the other branch 
houses of Marshall Wells Co., which 
pays railroad fare and hotel expenses 
but provides no other compensation. 


Annual Associates 
Convention 


Every February an annual three 
day Associates’ convention is held at 
the various Marshall Wells branches. 
Each maintains a model hardware 
store complete in every detail. At 
this meeting a report of progress is 
made by Marshall Wells executives. 
The buyers tell their experiences, 
plans and objectives. It is really a 
merchandising school. Display 
methods are taught, new lines ex- 
plained, and a good part of the pro- 
gram is reserved for informal dis- 
cussion between the wholesalers staff 
and the Associate dealers. Advertis- 
ing plans for the coming year are 
outlined. Every dealer present is 
urged to study the model store and 
to try his hand at window display 
work, using one of several dummy 
windows provided for that purpose. 
At the annual convention each dealer 
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pays his own expenses. Suggestions 
from dealers, constructive criticism 
are invited for open forum consider- 
ation. It is a thoroughly cooperative 
effort. 

Each month the Associate dealer 
receives from headquarters photo- 
graphs of suggested table trim and 
window displays with a list of the 
merchandise required to make them, 
sample of price cards and a dummy 
The use 
of the table and window displays is 


of the current advertising. 


imperative and experience proves 
that some adaptation of these helps 
brings the dealer more business. The 
price cards are 
accordance with — the 


advertising and 
ordered — in 
dealer’s individual needs. The adver 
tising bears the store imprint and is 
shipped in the minimum quantity of 
350 sets at a price determined by costs 
involved. Suggested retail prices are 
shown in the advertising dummy. 
These are representative of competi- 
tion the dealer faces both as to prices 
and selection of merchandise. At 
his own expense a dealer may insist 
upon a change in prices, but of course 
this defeats an important part of the 
purpose of this advertising which is 
to prove to consumers that these hard- 
ware stores have real values to offer. 


Merchandising Helps 


The advertising and display sug- 
gestions are sent to dealers two 





months in advance. The tables, win- 
dows and advertising feature the same 
merchandise that the dealer may have 
a consistent sales effort which makes 
extra sales. The advertising is 
usually a large full size circular 
printed on both sides and may be 
distributed by mail on rural routes 
and in towns by messenger. At a low 
fee, dealers may have addressing done 
at headquarters. Occasionally the 
advertising for two months is con 
solidated into a 32-page booklet or 
store catalog. Samples of both types 
of advertising are shown with this 
story, as are examples of table and 
window displays, also a picture of 
the model store at Duluth head- 
quarters. 


The Model Store 


Although the model store is a rep- 
resentative guide for arranging most 
stores, the wholesaler gives individual! 
attention to each member and fur- 
nishes him with a blue print of sug- 
gested changes. The company’s 
salesman will assist in simple change- 
without charge. But if a complete 
remodeling job is required, a service 
fee is levied, plus the cost of fixtures. 
The color scheme adopted for Asso- 
ciate store fronts is gray body with 
orange and black trim and for the 
inside two tones of green. 

These operating 
obtained by interviewing the execu- 


details were 


A typical suggested window display at the Marshall Wells Duluth model hard- 
ware store. The talking price cards are the same as used on the table displays. 
These windows tie up with the table displays and the advertising. 
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tives of Marshall Wells Co., and by 
personal visits to nine Associate 
stores in towns across the state of 
Minnesota, including Fargo, N. D. 
These stores varied in size and were 
located in towns with populations 
of from 1.000 to 30,000 as shown in 
the following list: 

Brainerd, Minn. (10,000 pop.) 
Maghan & Alderman Co., A. J. Mag- 
han and J. H. Alderman, proprietors. 

Wadena, Minn. (2,500 pop.) Bre- 
her Hardware Co., Frank Breher, 
proprietor. 

Detroit Lakes, Minn. (4,000 pop.) 
Larsen Hardware Co., H. C. Colemer, 
manager. 

Hawley, Minn. (1,000 pop.) The 
Quirt Hardware Co., Wm. Quirt. 
proprietor. 

Fargo, N. D. (40,000 pop.) Scheel 
Hardware Co., Fred Scheel, propri- 
etor. 

Moorhead, Minn. (6,000 pop.) 
Larsen Hardware Co., Hoke Larsen. 
proprietor. 

Fergus Falls,.Minn. (10,000 pop.) 
Knoff & Peterson Co., Geo. Knoff and 
Richard Peterson, proprietors. 

Sauk Center, Minn. (3,000 pop.) 
Hillerud Hardware Co., Gunard Hill- 
erud, proprietor. 

St. Cloud, Minn. (24,000 pop.) 
Powell Hardware Co., Ebert Johnson. 
proprietor. 


Dealer Reactions 


In the opinion of these nine Asso- 
ciate dealers the outstanding advan- 
tages of the Plan are in the order 
named: (1) the advertising has in- 
creased store traffic, (2) the prices 
available have enabled them to com- 
pete with chains, (3) concentration of 
buying has permitted more time for 
selling and relaxation and for keep- 
ing stores neatly arranged and clean. 
(4) concentration of buying has dis- 
couraged an army of salesmen from 
taking up valuable time that can be 
more advantageously devoted to sell- 
ing and merchandising, (5) the plan 
is a prod to make them more active 
—which they said they need, (6) the 
stock control assistance cuts down 
inventory investment and has materi- 
ally reduced the losses and waste in- 
cident to dead stock, (7) has added 
salable lines not previously handled. 
—this has been a great boon for cre- 
ating new business to offset the effects 
of general business decline and the 
obsolescence of certain lines, (8) 
the psychological advantage of being 
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definitely affiliated with a large group 
which suggests strong buyer power, 
without the stigma attached to a chain 
organization. 

Of this group only one dealer 
was luke-warm on point 8. 

He felt that too close adherences 
to the Plan might rob him of his in- 
dividuality, yet he felt that in the 
broad sense other advantages more 
than offset this point. About half of 
this group were very outspoken in 
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Super Value Days 


bring you 


_ Substantial Savings 


on all your 


Fall Hardware Needs 





HIGHEST QUALITY! — LOWEST PRICES! 












Golden Waffles ||| Super Value Butcher 
For Fall | | Knives... 
j Evening Values up to 
f Meals. $1.25. 


Choice of 9 dif- 
ferent kinds— 
Each— 


Ac 


‘ omrrgeag of the 
Ameri 


Cast Iron—Low Style— 


Popular No.8 Size— fi) 
“Keep Cool” Handles. HH 


Large 12 Ess | 
Size | 





Equal to These! 


Outstanding Value— 
First Quality 1.C. Plated 
Sheets. Three Prongs ff) 
for easy cooling. {\I] 


Low Priced! || 





ii New Shape—Highest quality—Double 
||| coated — porcelain, m- 

il less enamel. me ee tons 

||| coated porcelain, 

Pincst Mishreme Heat Nit ing. Blue a Finish. 
ing Element. A $1.65 9) 
Value at loss than half §) 
the price. 








| 
| 
H We carry a complete line of equip- 
|| | ment for the hunter. Be sure and 
Hi get our prices on guns, ammuni- 
] tion and hunting accessories. 

H Guaranteed Savings on Every 

Purchase. 





HANDY.--Just the right size! 


| 
| 
The popular size—6x5!/. fi 








inches. Sells everywhere f) 
00. i 
pas i F s. 
be I The | lift of thi 
i] ie low this scoop 
LOW PRICE: ||| adapts it for removing 
Canvas || ashes as well as feeding 
Gieves ff) || ©°#!. Priced unusually low. ¢C 
| Each— 


Per Pair §) | _ 


10c 


Large Size—Gunn Cut— 











| 
| 
Full 12-02. Flannel— §) 
Fleece Lined. | 
Libbey-Owens Giass | 
at Lowest Prices I! Sound, live, springy, sec 
Now ts the time to call HII ond growth hickory. Lac- 
Sans ten eee i quered white with black Cc 
dows and storm sash ||| tips. Single or Double Bit. 














Where practical, Associate dealers are 
advertising in local newspapers. To 
give them an accurate tie up with 
their windows and tables, head- 
quarters prepares newspaper advertis- 
ing electros like this, which are 
furnished at cost ready to use when 
the dealers name and address are 
added, 
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Usually the monthly advertising is prepared in this form on a sheet measuring 
15% inches wide and 22 inches deep, printed on both sides. As in all of the 
Marshall Wells Associates Plan advertising, retail prices are based on current 
competition and the lines shown are selected on the same basis. Ample space 
is provided for the dealers name, address and phone number. Occasionally the 
advertising for two months is combined in one 32-page catalog as shown on 
page 24. This same form of advertising is used when a new Associate 
Dealer joins the ranks and begins to put his stock under control, add new lines, 
ete., as explained in the story. This advertising is distributed both by mail and 


messenger to the consumers’ homes. 


The copy is carefully written to give the 


prospect definite information which states fairly the value of the merchandise. 


declaring they would not wish to 
continue in business without the As- 
sociates Plan or its equivalent. In all 
cases buying has been concentrated 
very definitely. The trend is toward 
100% purchases from Marshall- 
Wells as it is evident that without 
such cooperation from dealers the 
plan could not be the success it is. 


Advertising Popular 


The advertising and window dis- 
plays have been followed very gen- 
erally by the Associate dealers but 
the interest in the table displays has 
been somewhat more difficult to 
attain. There has been some difli- 
culty in getting retailers to add new 
lines. It has taken a great deal of 
argument to persuade many dealers 
to meet prices when able. Where 
practical, printed price cards must 
be used or the price stamped into the 
actual merchandise. This is strange 


and inconsistent, but a fact. There 
is still a great deal of work to be 
done in remodeling many of the 
stores to provide maximum display 
and’ encourage store traffic. Some 
dealers report consumer antagonism 
toward the “chain complexion” of 
the Associates’ Plan but this has not 
been difficult tq explain away. 

Although great progress has been 
made, it is obvious that from both 
the wholesale and retail angle, the 
Associates Plan requires the most 
constant kind of steady, cooperative 
work. A plan of this kind can not be 
rushed into. In this case it took five 
years to work out the Associates’ 
Plan and another five years to de- 
velop it to the present status. By no 
means can the job be considered as 
completed, nor will it ever be, for 
each month brings new problems and 
changed competitive situations that 
must be met promptly and _intelli- 
gently. 











OLKS have their minds focused 
E:: the great outdoors just now 

and we can expect them to be 
for the next few months. Window 
trims that tie in with that interest will 
get attention. It’s the playtime of 
the year for both young and old. 
The hardware store fits right into the 
program of Summer play and ac- 
tivity. 

Camping, fishing, playground and 
garden equipment all offer the hard- 
ware man fine chances for contacting 
the consumer. There is a natural 
trend to the hardware store at this 
time of the year, and you can put an 
extra boost in this trend by keeping 
the windows dressed in interesting 
fashion, calling attention to your 
window displays through your adver- 


This display features a fish frozen in a block of ice. 
satisfactory contrasting ground for the display of tackle items. 












































tising and backing them up with 
fresh and attractive store displays on 
play and vacation equipment. 





Artificial grass made a 
The window 
was trimmed by A. O. McAlister for the Broadway Hardware Co., Kansas City, 
Mo. The window at the top of this page will stop many customers who are 
arranging for their annual camping and vecation. “ 


rand fee 
——_|CAMPING & 











Outdoors Sets thel? 
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A strong appeal to the vacation- 
ist or fisherman, potential or other- 
wise, is the window display of the 
Broadway Hardware Co., Kansas 
City, Mo., shown at the foot of this 
page. The center of this display fea- 
tured a fish frozen in a block of ice. 
The ice was placed in a galvanized 
tray made specially for the purpose 
of catching the water from the melt- 
ing block. On artificial grass on the 
floor of the window was displayed 
the complete angling equipment for 
the fisherman. This window was 
trimmed by A. O. McAlister. 

The sketched window display sug- 
gestion at the top of this page utilizes 
the HarpwareE AGE interchangeable 
display fixtures. Write the window 
display editor for a sheet of instruc- 
tions telling how to make these. 
There is no charge for the sheet and 
the fixtures are easy and inexpensive 
to build. 

Perhaps no more responsive group 
of buyers can be readily found than 
the youngsters. ‘The window sug- 
gestion for play yard equipment will 
stop them and their parents every 
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indows 


time. Children are a problem in the 
Summer as far as playthings are con- 
cerned. A window that suggests a 
way to keep them out of danger by 
playing in their own yards will get 
attention and sales. Try out a win- 
dow like this. It uses the HARDWARE 
AcE interchangeable display fixture 
too. Both these windows use the same 
arrangement of fixtures. 

Some folks get their recreation by 
working in the garden. The window 
display of the Sullivan - Freeman 





Hardware Co., Greenville, S. C., will 
appeal to them. A photographic re- 
production of this window appears 
on this page. 

Freshness of window trims is more 
important now than at any time. 
They have to supply the buying urge 
that is less in evidence than during 
the cool, brisk months. Make camp- 
ing, vacationing, sporting and play 
equipment help bridge the gap be- 
tween Spring and Fall. Bright, cool 
colors should dominate and frequent 
changes should be the hard and fast 
rule. 


The windows on these pages will have a strong appeal for those who will spend 


their spare hours about the home, 


The photographed display comes from 


Sullivan-Freeman Co., Greenville, S. C. 




















Watch Next Issue of Hardware Age for New Display Fixture Ideas 


HE next issue of HARDWARE 

AGE will present a new series 

of modern window display fix- 
tures that the window trimmer or 
display man can make in his own 
work shop. They will harmonize 
with the popular HarpwareE ACE in- 
terchangeable window display fix- 
tures, and are planned so that they 
can be made one or two at a time, 
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each additional unit fitting into the 
general scheme. 

Besides the instructions for mak- 
ing these fixtures there will be a 
number of different arrangements 
presented in succeeding issues. Our 
suggested original window displays 
will feature these new fixtures and 
the various units used in them will 


be indicated. 


The everyday usefulness of these 
features will be hard to equal in an 
inexpensive and flexible display. 
They are certain to be one of the 
most popular of the many features 
we have provided for our readers. 
Be on the lookout for this new series 
of fixtures.. The first will appear in 
our next issue, May 25. Watch for 
it. You will wish to save it. 
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INFORMAL 


EDITORIAL 





COMMENT 





Bust Among Ourselves 


HIS is the first issue of Harp- 
WARE AGE combined with Good 
Hardware. From this publica- 

tion, which we have absorbed, two 
familar editorial features will be re- 
tained and published every other 
Thursday in Harpware Ace. These 
are “Hardware Curiosities,” pre- 
sented on the opposite page, and the 
market report 
Highlights,” 
dated with our own popular market 
“How’s the Hardware Busi- 
We are sure our readers will 


feature, “Business 


which will be consoli- 


story, 
ness?” 
welcome these two “extras.” Neither 
requires any explanation, but to in- 
terested hardware merchants we shall 
offer jumbo size prints of the Hard- 
ware Curiosities cartoons suitable for 
placing on their display windows to 
In fact, 
we have acquired a small supply of 


attract consumer attention. 


previously published cartoons in this 
These we can supply at 25 
cents per set of four different car- 
x 9 in. If you 
want a set (there are five sets of four 
cartoons each) send 25 cents in coin 
or stamps and the large cartoons will 
be mailed to you promptly in a 
special mailing tube. No limit to 
any reader as long as they last. A 
great many dealers have found these 
cartoons a good window magnet. 


series. 


toons, size 51% in. 


—— HA 


Last month in Duluth, Minn.. | 
saw a very interesting card index 
stock control system used by Kelley- 
How-Thomson Co. Each 
stock has its own individual card giv- 
ing inventory, purchase and sales 
records. From these data buyers may 





item in 


accurately gage their purchases and 
keep this wholesaler’s stock in proper 
balance. General Manager Ray M. 
Higgins told me the system requires 
62,500 cards and that once installed 
it is fairly simple to operate. Fasci- 
nated, I watched trained men and 
women enter and take off figures on 
several items, and saw a buyer re- 
view an entire department. I was 
interested to get the 62,500 figure. 
having often been questioned when 
stating that wholesale hardware 
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by CHARLES J. HEALE 
Editor, Hardware Age 


stocks often have from 50.000 to 


60,000 separate items. 
a) 


M?’ comments on J. Frank 
Grimes of I.G.A. and his pos- 
sible entry into the hardware field 
with a similar national voluntary 
hardware chain have created wide- 
spread interest. My mail has been 
heavy with requests for further data 
and for the address of this organizer. 
All available Independent Hardware 


Alliance (1.H.A.) data have been 
published. (See Harpware AGE, 
March 16, April 13 and 27.) When 


further facts are known they will be 
presented promptly. Mr. Grimes has 
his office at 176 West Adams Street, 
Chicago. 


— HA 





“Few, if any, lines of merchandise 
are so subject to adulteration, mis- 
representation and trickery as paint. 
The law in most States requires that 
the formula be printed on each label. 
But few people besides chemists 
know what the words really mean.” 
This is quoted from a letter distrib- 
uted by Farwell, Ozmun, Kirk & 
Co., St. Paul, Minn., to help its deal- 
ers protect consumers from inferior 
paint offered at extremely low prices. 
Visiting C. H. Bigelow, Jr., of that 
company recently I was able to learn 
some interesting facts about paint 
formulas. From a complete copy of 
this letter, now in my files, I learn 
of the high content of certain doubt- 
ful ingredients in some cheap paints. 
Just to give you an idea on the sub- 
ject I list a few “pigments and ve- 
hicles” in chemists’ language and in 
brackets tell you just what these 
words actually mean to the layman— 
silica and silicates | powdered sand}. 
whiting [chalk], gypsum [plaster]. 
calcium sulphate [burnt plaster of 
paris}. 





easanis Sll 
HESE paint data look like valu- 
able information. You know 


what paint competition exists in your 


territory. 
the formula on the label, go to your 
cheap price competitors and buy up 
a few samples. Note carefully the 
formulas and compare them to the 
formula on the labels of your own 
line of paint. Ask some friendly 
chemist and also your paint sales- 
man to give you the layman’s words 
for the chemist’s formula. If you 
can, have a local chemist write this 
out on his own letterhead and sign 
it. Then, when a price customer 
comes in with the tale of woe about 
cheaper prices give him a compara- 
tive quality sales talk based on 
“value for the money.” The purpose 
of paint is to protect as well as beau- 
tify. Its use is an investment to the 
consumer. And let me know how 
you.make out. A friend of mine in 
the paint business warns me that 
there is such a thing as a “fair qual- 
ity” or competitive grade of paint, 
worth the somewhat lower price, but 
equally as good a buy on the value 
basis for the customer who must con- 
sider price. Ill concede that point. 
which is often true in other lines. 
But intermediate grades at lower 
prices should not be confused with 
shoddy merchandise in any depart- 


ment. 
— HA 





It is.also possible that some of 
these ingredients in small doses are 
necessary for even the intermediate 
grade, but such percentages of the 
whole as 22 per cent, 28 per cent. 
34 per cent, etc., would seem to merit 
investigation. 

HA 








And while we are on the subject 
of paints let us not forget H.R. 235, 
a bill before Congress which will 
put the U. S. Government out of the 
paint manufacturing business, as a 
competitor to private business. An 
important point is the Shannon Com- 
mittee’s (House of Representatives) 
specific recommendation “The manu- 
facture of paints and varnishes at the 
Norfolk, San Francisco, Philadel- 
phia, Charleston and other Navy 
Yards should be discontinued.” I 

(Continued on page 60) 
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Now a Maytag priced to sell at $59.50 .. . sensational 
price reductions on all Maytag washers... readjustment 
of dealer’s prices to allow greater profits ... . national 
newspaper campaign to tell the world about the new 
Maytag values... new dynamic sales helps... that’s the 
new Maytag set-up @ And back of it all is the Maytag 
reputation for high quality and generous dealer coopera- 
tion—a reputation stoutly maintained @ Mail coupon for 
complete facts about Maytag dealer proposition. Act now. 


THE MAYTAG COMPANY _ Founded 1893 Newton, Iowa 








The Maytag Company, 620 Maytag Building, Newton, Iowa 
Please send me details of the Maytag line of washers and the Maytag selling plan. 


Name ceccantieaiide scsinailnsiaiaiiataiciiaieaiiicsiliimpbilligiaii 





Town State 














Retail Hardware 
Advertising 


By J. A. WARREN 
Associate Editor, Hardware Age 


EADERS of newspapers have 
noticed that certain distinc- 
tively headed departments or 

features greet the eye regularly. We 
begin to notice them casually at first, 
later our curiosity is aroused by their 
repetition and, finally, we become 
regular readers of this or that col- 
umn. In this tendency there is a 
thought for advertisers. It is 
sible to make your ad an accepted 
feature of the newspaper—that is, to 
get people in the habit of noticing 
vour ad because of its distinctive 
features. 

Sometimes an ad can be put on 
the plane of a newspaper feature by 
its consistent position in the paper, 
again it may be a border or name- 
plate that becomes familiar to read- 
ers. By whatever means you achieve 
the result, when it happens you in- 
crease the selling power of your ad 
about 85 per cent, according to some 
observers, in relation to weekly or 
monthly sales. 


Odd Price Method 


Frequently advertisers employ the 
odd price plan as a means of identi- 
fying their space in the minds of the 
public. The odd price helps to make 
the ad, the price and the store easily 
remembered. One store, for in- 
stance, chooses 4 as the terminal fig- 
ure in all its prices; as 94c., 84c., 
$1.04, 54c., etc. Any of the others 
may be chosen so long as they are 
consistently used, and by one store in 
particular, so that the public will 
unconsciously connect the thought of 
that 4 with your store. 

As an anniversary price, a store 
celebrating its 49th year used 49c. 
on the end of each price: 49c., $1.49, 
$3.49, etc. It had the double ad- 
vantage of being an odd cent price 
which appeals to the public fancy 
and it called attention to the event in 
a unique way. It is a very desirable 


pos- 
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method of advertised 
items. 

The idea back of this plan is to 
make the price easily remembered. 
A price easily remembered will be 
talked about among consumers more 


pricing for 


like $1.23, $2.34, $3.45, etc., are 
known as sequence prices and are 
arranged for easy remembering. 

To get this extra selling power 
from your ad you should make every 
effort to make it stand out so clearly 
that it would be readily recognized 
as your ad even though the name 
was omitted. There is so much simi- 
larity among newspaper ads today 


readily than the other kind. Prices 


that it is very much worth while to 








25 Year 


in Wilmette and 40 YEARS on the 
North Shore are your guar- 
anteé°of satisfaction and 


al VALUE FOR YOUR DOLLARS 


PLAY 


Screen Gadgets 


All the gadgets for repairing screens 
‘orne 


an ch 

PRICES Fo YR QU. 

SCREEN ENAMEL. Nut & 
cheap bla. 5 
pared by Pratt und Lambert to 
give long life to screens 
Quart 


oh Heereeed 1S 


around it goes and dr 
the clothe 

ROTARY CLOTHES DRYER asks 
no premium for measure 
of quality and ndurance 146 feet 

of drying line. Folds like 
Sh capella tor storage 912.90 
METAL CLOTHES POST. Strong— 


ved—use it — $2. 50 


days, then out of 8 sigh 





There is a Pratt & Lambert Paint and Varnish for every finishing purpose 


SPRINGTIME 


Means PAINTING TIME 


In homes where color, freshness and beauty . sepreciees As Ruaabanore 
for PRATT & LAMBERT — PAINTS — and VARNI seoscmatg 
we guarantee the maximum in beauty and Lorton na at mi 


TONA-WALL 
The enduring flat wall finish, 

mm flat wall Gnish for use un 
interior walls and 13 soft, 
= cate shades. Ton@-Wall is espectally 

table for use in the living room, oe 
ing room, bed chamber and nurser; 


Galion 


CELLU-TONE 
The aoe — finish for walls 
The 14 ony washable gatero, snake make 


marks woe 

ily its durability, 

it is an ideal finish for, kite chens and 

ith rool jeither e 

will harm = a eee are unt which 

suggest wal and sunshine—tints of 

green and rigelicate —_— for rooms 
with a southern ex; 


$3.65 caine 
HOUSE PAINT - 


NURI >) 


—_ Varnish, a Pratt and 
bert product, gation 


_. $2.60 


a re 
“paint inferior 
paint, siords little, wid any protection— EFFECTO 
‘3 protection, beauty and service 
Will make the old bus 


m shine like new. It will 
$1.65 % canon fot leave brush marks 
the colors. It 
ho Gries in four — 
For every ror 
designs Pade’ reniating colors. Hot Water Kal- 
Priced from || somine. Deticate 
, oe tints. 5-Ib. pkg 


See sample books 


PAINT BRUSHES 





4 very fortunate = ae 

SPECIAL DISCOUNT 

on 5-Gallon Purchases ring 1'%-inch all purpose 
2-inch varnish 


of Paints — Enamels 2-Inch enamel bee 
Varnishes Other sizes priced right. 























Washday Needs 


Clothes Pins, 
pke. of 40 


GUTTERS and 
DOWNSPOUTS 


Our sheet metal departm 


Clothes Basket, 
eae willow ¢ 


ing 
‘ extra ality 81 $1.58 
ron! 
ox Corer 
Clothes »tines, ag Wash Boiler, . | 
stretch, rt. en eee, oa i 


c — Line Props, Our work is guaranteed. 
the by ~~ price 


ency Relief Is Additional to the Prices Quoted. If the 
secces y ” dared, et This Tax Will Be Re/wnded 
) Your Bales C 


MILLEN HARDWARE COMPANY 








Palmolive White Eagle 
Soap Chips, 5-Ib. pkg. 





35¢ | wit sgeYTE - WIL. 3060 > ILLINOSS 


1219 WILMETTE AVE. 


FOUR DELIVERIES 
9-lla.m 2-4 p. m. 




















Reprint of our advertisements in Witmerte Lirt 
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te te ba. LA b.. mige 
‘26-th. bag, 


@ ROLLING: 
Also, pose Wentuchy cee Rolling, the lawn 9s as 


Red Top, White Clover, etc. 






















On old lawn water thoroughly twice a 


The Soles Taz for Emerpency Relic} 19 Additional to the Prices 
utional, This 
Precentefion of Your Snics Check. 


Suggestions About 


LAWNS 


Be Proud of Your Beautiful Lawn 


If the area ig small. spade. and pulverize, with a rake. Smooth to, eliminate TOOLS 
depreasic ns. Slope the seed house, sloping it % to % inch to 
he foot, to provide good surface < ‘drainage. In re-seeding old lawns, rake that make work 
VIGORO 4 square meal thoroughly-—-spread seed and be sure it is covered with wail pace 
100-. bag 8s what overs 
-Ib. bag be lawn weeds tif SEEDING: The. t s 
7 = Special attention should be given to selection of seed. Poot seed ix expensive Say in te 
Li at most any price. Chea mixtures of seed te mporarily produce a nice th reased lif 
of grase which will last only @ short time. Our PALACE GREEN mixture is and satisfé 
pac = hes Pa particularly adapted to thi tocality, Use plenty of se tion. Our tools 
Sami a Fe Quality 
oola for your 
soll condition- @ WATERING: Macor werkt 


Keep newly planted lawn moist at all times. Water with a fine spray, but 
so the moisture penetrates deeply, and encourage deep rooting 
week—no oftener 


SPADE. 
BONEMEAL, <nox-al 
! @ CUTTING: Knox ai 
onzee MANURE, Proper clipping of, grase is far more important than many realize. This ls SPADING 
100. particularly true during the hot somener hs. Short tipping t OR 
capris MANURE, 1 siderable drain on the root system. jower should be set so that it Sel a 
#2. cut the grass 1% inches high. It is ane We tamete aman te omg t Se, $1.75 
Bigen — BONE, Ss lawn to prevent “matting. BURKANK 
<-~ SPADES. 
LAW” | LINE, 50-P. the @ FEEDING: Lady size, 
PEAT MOSS, moisture retaining 1.85 
humus, large bale 4.25 Good seed and proper preparation may be largely for naught unless there Full size, $1.98 
|} 2.25 is provided sufficient nourishment to give the 3 young grass a good vigorous : 
bale rot — If {t 4s to — it must get a « ayste « top 4 ris 
become and vigorous. A amber of home owners have foun ; ES. 
that Vigoro is an invaluable aid in not only starting the new lawn, but also pair 10¢ and lie 
LAWN SEEDS n maintaining it in the condition that assures a smooth, velvety carpet of green pamnee : 
Our seeds do not contain timothy @ WEEDING: ’ Ane. ae 
PALACE GREER. AY ane  ralzture wood handle EDGERS, (or 
jeaned oo A good ag Agel hg Ae —_ uae crowded roots is ie best way to combat we ders "of lawns 
i eeds. way t is crows and regular cutting weakeps the 
Shite pak ring + fc weed and further 5 "interferes with its wth, ia time it is eradicated. SPEEDY nd flo r 
&-T. bag, per Ib. * Te Where weeds a’ .~ uous it is desirable to remo. e we WEEDER. beds yres 
18-10, ag er bb. =e such as dandelions. chickweeds, etc, by cise moved them carefully from the The most use- Genuine 
26-1. bag, per Ib. lawn. places where weeds are ful foo! in the “Lawneomb" 
Hie CRAB rok ot other obnoxious gra: nt —_ a problem. Where garden 
PAB enue nary rhe alntoren GTi iainot badly infested, the best plan is to dig up rass as it appears. 
ai ite a iawn is very badly infested, the best plan is to start the lawn anew 


= = yo ig conditions permit in the spring is very 
neficial. a or heavy so! 
ao and thawing een lighe ans sandy soll. 
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! 
ROSES . . . SHRUBS ’ RESULTS!!! PERENNIALS 
yieonoorEs? 1 Growing when you buy —e Why? Hardy, fold grown varieties _ 
peonies, etc. 
iiire raan soon, r+ Me >} He followed PERRY'S VEGETABLE SEEDS 
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EVERYTHING for LAWNS and GARDENS! 


FOR FURTHER INFORMATION Phone WIL. 3060 


MILLEN HARDWARE COMPANY 
1219 WILMETTE AVE. 
WILMETTE * WIL. 3060 > ILLINOIS 





When in Doubt Let 
QUALITY Guide You! 
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Reprint of our advertisement. in Womerte Lire 
The Millen Hardware Co., Wilmette, Ill., makes good use of newspaper space. 
There is so much useful information for gardeners, pleasingly presented, that 
not only is the advertising matter read in a receptive attitude, but the whole 
ad is preserved for future reference. Note the prices which utilize the figure 5. 


concentrate on making yours dif- 
ferent. 

Assuming that you have begun 
building a solid customer confidence 
in what you print over your name, 
you should consult the newspaper 
man about the choice of type faces. 
It is not a matter of the latest type 
faces but one of readability. A good 
type face for introductions is known 
as Antique, sometimes called Book- 
man. 

This is a sample of Antique or 
Bookman. 

Every newspaper has a good sup- 
ply of body type suitable for de- 
scriptive matter. The display lines, 
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while distinctive, can also be neat, 
strong and clean cut. Avoid fancy 
or ornamental type faces. Choose 
suitable type faces and stick to them. 
Give the public a chance to get ac- 
quainted with the physical aspects of 
your advertisement. 

Having followed these suggestions, 
the next step is to obtain illustra- 
tions that show actual merchandise 
exactly as it is. Your jobber in most 
cases can assist you in this matter. 
If he cannot provide them the man- 
ufacturer usually can. The showing 
of illustrations of the actual merchan- 
dise will contribute to your campaign 
of confidence building. When you 





get the confidence of your public you 
will find selling much easier; and 
that is where the test of your ability 
will come in. There will be the 
temptation to overstate the case, 
which if you do will mark the be- 
ginning of the decline in customer 
response. Much of the decline in 
buying is chargeable to extravagant 
advertising statements, in the judg- 
ment of this writer. The job now 
before advertising is to rebuild pub- 
lic confidence. Each time it is vio- 
lated the job will be harder. 

The shape of the ad is a factor 
in making it recognized by regular 
readers of a newspaper. Some stores 
consistently use a square shape while 
others prefer a long, narrow space. 
Fither, if used regularly, will do the 
trick. Of course this plan does not 
limit you to a given space. The idea 
is to keep the proportionate shape. 
The ads must not all look alike, but 
the general plan should be related 
to other ads you have used. 

One of the best ways to make your 
ads distinctive and to avoid imitation 
is to write plain, straight-from-the- 
shoulder copy that carries real ideas 
in it. Again we urge the banishment 
of extravagant words and phrases. 
Nothing is cheaper or more destruc- 
tive to store prestige. If you use a 
slogan be sure that it is a believable 
one. A reasonable slogan might 
read: “You Will Like Our Store 
and Its Values.” Nothing flamboy- 
ant or extravagant about that state- 
ment, but a sincere and reasonable 
prediction that your customers can 
believe, if you live up to it. 

Two typical pages of a four-page 
reprint of ads that appeared in the 
local newspaper, prepared by the 
Millen Hardware Co., Wilmette, II1., 
are reproduced liere. Every bit of 
copy in this reprint is constructive 
and confidence inspiring. “Our 25 
years in Wilmette and 40 years on 
the North Shore are our guarantee 
of satisfaction and full value for 
your dollars” is the sort of statement 
that this series of articles on adver- 
tising have been advocating. The 
illustrations show actual merchan- 
dise and the descriptive matter is 
useful to the consumer in deciding 
to buy. The second page carries a 
generous space devoted to useful in- 
formation about the care of lawns, 
while alongside equipment is effec- 
tively offered. 
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LETTERS 


Utilities Sales Volume 


New York Ciry—In the April 13 
issue of Harpware Ace, I was inter- 
ested in a query as to the annual sales 
volume of electrical appliances done 
by the utilities. In January, 1932, we 
included in our annual statistical sur- 
vey to the electrical utilities companies 
a question on volume of merchandising. 
Therefore we obtained an accurate pic- 
ture of the volume done on electrical 
appliances and the total was just 15 
per cent of the appliance volume re- 
ported by the McGraw-Hill Company 
for 1931. We will not have this same 
figure for 1932 business until the lat- 
ter part of this month. 

For several years past, estimates in- 
dicated that the electrical utilities were 
doing from 30 to 35 per cent of the 
total volume of appliance sales in the 
smaller cities and towns. In the larger 
cities it was as low as 10 to 15 per cent. 
The picture of the channels of distri- 
bution to the consumer has been chang- 
ing rapidly over the past two years. In 
two states the utilities do not sell at 
ali; utilities of other states have dis- 
continued the sale of all appliances; 
many other companies have discon- 
tinued the sale of the smaller appli- 
ances, confining activity entirely to the 
major load builders. One holding com- 
pany—The American Gas and Electric 
Company—has been selling only the 
larger devices but discontinued the sale 
of electric refrigerators on February lst 
and now confine their efforts solely to 
the promotion of ranges and water 
heaters. 

Had conditions remained normal it is 
probable that the utilities would be do- 
ing a maximum of 10 per cent of the 
total volume of business on electrical 
appliances, but with curtailed buying, 
due to present economic stress, the vol- 
ume of the general trades likewise has 
been seriously affected. Personally, I 
am keenly interested in the percentages 
for 1932 which our statistical releases 
will later reveal. 

C. E. GreENwoop, 
Edison Electric Institute. 


to the Editor 









An Open Letter to All Hardware Dealers 


By WILLIAM F. BAILY 
Wright & Wilhelmy Co., Omaha, Nebr. 


HE Jobber-Dealer Unit has been 
under fire recently with charges 
being made through some of the 
leading trade journals and the house 
organ of a manufacturer. 

The charge has been made that the 
old time-tried jobber-dealer unit has not 
been functioning as economically as 
some of the newer methods of bringing 
merchandise to the ultimate consumer, 
such as the chain stores. It is claimed 
that because of this failure to function 
properly, the independent dealer is not 
in position to compete with his new 
rivals, and the blame for this has been 
laid almost entirely at the feet of the 
jobbers who still believe in and operate 
on the principle that it is the jobber’s 
province to estimate the demand for 
standard-known merchandise in his ter- 
ritory through contact with his dealers 
and collect this merchandise from the 
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hundreds of sources of supply in quan- 
tities sufficient to meet the demand and 
sell this merchandise to his dealers in 
open competition with the world. 

It has been charged that, in order for 
the jobber-dealer unit to meet existing 


competition, it is necessary for the job- 
ber to convert his organization from a 
selling organization for the manufac- 
turer to a buying organization, the in- 
ference being that the effort and ex- 
pense that the jobbers are putting into 
salesmanship are an economic waste. 

If inventive genius has arrived at an 
absolute static point, this contention 
might (note we say might) be true. We 
believe that even with the most com- 
monplace merchandise, the volume of 
sales would fall off terribly if this sales 
effort were removed. Certain it is that 
when a new article is produced, it is 
necessary that it be sold to the jobber, 
sold to the retailer, and sold to the 
consumer before it has definitely be- 
come a contributor to the happiness 
and well-being of mankind. From the 
time that the first Stone Age man pro- 
duced more spears than he needed for 
his own use, salesmanship has been 
necessary. It will continue to be neces- 
sary as long as more than one human 
being inhabits the earth. 

It is contended that the jobber should, 
instead of attempting to sell merchan- 
dise to the dealer, extend merchandis- 
ing help to his dealers, and the co- 
operatives are cited as examples of the 
practicability of this theory in spite of 
the fact that looking back, we see the 
way strewn with the wreckage of ex- 
periments along this line. All that 
remains to testify that many inde- 
pendent dealers at one time were part 
owners of cooperative jobbing ventures 
is the mute evidence of beautifully en- 
graved stock certificates that are worth 
no more than the paper they are writ- 
ten on. 

We hold this truth to be self-evident, 
that the dealer who wants to do little 
more than operate the cash register, 
while his jobber moves the merchandise 
from his shelves, is foredoomed to fail- 
ure, and no amount of help will make 
a merchandiser out of him. 

We live in an ever-changing world, 
and it may be that some time a more 
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efficient method than the jobber-dealer 
method will be found, but that time is 
not now. We submit that the jobber- 
dealer unit is the most efficient, most 
economical, and most satisfactory 
method for moving merchandise from 
the factory to the user that has ever 
been found, and that it will continue 
to function more economically than any 
other method if it is blessed with that 
life-sustaining element without which 
no business arrangement can endure: 
COOPERATION. 

The manufacturer-jobber-dealer ar- 
rangement has been under fire before. 
Many new methods have been tried 
and abandoned. Man is never satisfied 
with the existing order, which is at it 
should be. Without discontent, there 
would be no progress. Within the 
memory of all of us is the recollection 
of many a “new light in the sky,” but 
none of them has ever attained propor- 
tions sufficient to become a recognized 
competitor to the sun. 

The editorials and articles appearing 
currently contain plenty of advice to 
the jobber, but we have failed to find 
any reference to the real obstacle to 
the smooth functioning of the most 
ideal merchandising arrangement ever 
found: The lack of cooperation with 
the jobber by both manufacturer and 
dealer. 

It is a well recognized fact that it is 
economically impossible for the aver- 
age dealer to get all of his merchandise 
from the manufacturer direct. This is 
also impractical from the standpoint 
of the manufacturer; hence, the recog- 
nized imperative need for the services 
performed by the jobber, but in recent 
years, there has been an increasing 
tendency on the part of manufacturers 
to eliminate the jobber from participa- 
tion in the sale of the larger, more 
profitable units and the like ten- 
dency on the part of the dealers to 
seek direct factory connections as 
sources of supply for this class of mer- 
chandise. This practice on the part 
of the manufacturer and the dealer is 
upsetting the equilibrium of the ma- 
chinery, and Mr. Manufacturer and 
Mr. Dealer are slowly strangling their 
mutual and best friend, Mr. Jobber, 
for it is one of the fundamental laws of 
economics that reduced volume means 
increased per unit sale overhead ex- 
pense, and if there is one iota of truth 
in the charge that the jobber’s mar- 
gin is too great, the greatest contrib- 
uting cause is this deliberate attempt 
to undermine him, perpetrated by the 
very interests whom he has set himself 
up to serve. 

Mr. Dealer: stop and think. Your 
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OWNED AND OPERATED BY 
D. DEL VECCHIO 


WASHINGTON, D. C. 


Hardwere Age, 
239 West 39th St., 


New York City, M. Y. 


Gentlemen: 


April 13, 1933. 


Being an ardent reader of your Hardware Age for over 
twelve years and having used many of its suggestions for 
promoting more sales and for store advertising, displays, 
eto., we just had to write to you for the first time in 
more than twelve years to express our deep appreciation of 
the worthwhile articles and editorials in your publication. 


We read every issue of the Hardware Age from "cover 
to cover” and can truthfully say that it has indirectly 
been @ great help in tne growth of our business trom one 


small store in 1927 to thirteen stores in 193%. 


(We just 


opened No. 13 on Thursday April 13th.) 


We are enclosing a copy of our monthly store magazine, 
which we mail to a selected list of 2,000 customers, and 
several copies of newspaper ads that we use weekly in the 


"Washington Star." 





Incidentally, we are pleased to report that our total 
volume of sales from January lst to March 3lst, 1933, were 
only 6.5% below the same period in 1932 in comparison with 
@ decline of more than 2 for Washington department stores, 
chain groceries, and the Sears Roebuck stare which is 
around the corner from our main store. 


From April lst to April 12th inclusive, we are 5.2% 
ahead of the same period last year: It looks as though 
the depression is over: Hooray for Roosevelt! 


Very sincerely yours, 


PEOPLES HARDWARE STORES 


SDV:EB 





st IJ q L _ 


Gen. Mgr. 











Hardware Age is pleased to have the above letter from Mr. Del Vecchio 


one best friend in all the world is your 
jobber. His interests are your inter- 
ests, but if he is to supply you with 
the thousand and one miscellaneous 
items in your stock on a competitive 
basis with the dime stores and chain 
stores, he must have your stove busi- 
ness, your refrigeration business, your 
radio business, your washing machine 
business, your paint business, your cut- 
lery business, your harness business, 
your tool business, your nail and wire 
business, your builders’ hardware busi- 
ness, your wholehearted support all 


along the line. He is your silent part- 


ner. Don’t wreck the ship! 

Determine right now which jobber in 
your locality is most inclined and best 
equipped to serve you. Then give him 
to understand that you are going to 
concentrate your purchases with him 
as much as possible, and you will ex- 
perience jobber cooperation that you 
never knew existed. 

We hold no brief for the jobber who 
aspires to huge proportions for the sake 


of bigness alone, who finding himself 
in his far-flung territories entirely out 
of touch with local conditions and un- 
able to render the speedy service which 
is the hope of the independent dealer 
and the despair of the chain-store oper- 
ator, resorts to the expedient of dangling 
loss items before’ the eyes of dealers 
whom he knows only as another name 
on the ledger. 

These jobbers have apparently lost 
sight of the fact that no business trans- 
action is satisfactory unless it leaves 
every party connected with it better 
off than they were before its consumma- 
tion. To the farsighted dealer, this 
practice is an insult to his intelligence. 
He knows that its purpose is to harass 
the lives of the local institutions who 
know his problems intimately, who 
through their contribution to his sec- 
tion of the country have a keen inter- 
est in the success of every local busi- 
ness enterprise, and consequently ren- 
der a real jobbing service. 

These hundreds of small jobbers 
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form the very keystone of the commer- 
cial organization of this country. It 
is our splendid achievements in the 
commercial field that have made us 
a great industrial nation. Dealers and 
manufacturers should realize that the 
whole structure depends upon the key- 
stone. Do not allow it to disintegrate. 

The next time you are importuned to 
purchase direct from the factory, ask 
yourself these questions: 

Does my jobber have similar mer- 
chandise to offer? 

Can I buy from this factory in small 
quantities at a better price than my 
jobber offers? 

Is their salesman in my store every 
two weeks to give me information and 
actual sales help if I need it? 

Should the need arise, would this 
factory help me over a period of finan- 
cial difficulty, or would they contribute 
to my failure by demanding their money 
at the very time when a reasonable 
extension of credit would save my 
business? 

Can they give me service when I re- 
order within a few hours or will I lose 
some sales on account of the time it 
takes to get merchandise? 

Can I walk into their factory several 
times a year and maintain a personal 
acquaintance and contact with the man- 
agement of the business? 

Will they sit down with me and put 
their whole heart and soul into trying 
to work out my problems? 

Is this manufacturer helping to build 
up my section of the country, or is he 
trying to make me a party to his plan 
to strangle to death my best friend, my 
jobber? 

Ask yourself these questions, and 
then if you continue to undermine your 
jobber, it won’t be long till both you 
and your jobber will be out of busi- 
ness, the chains will have it all, and it 
can truly be said that there is a “new 
light in the sky.” 


Mr. Gallaher does not say nor infer 
“that the effort and expense that the 
jobbers are putting into salesmanship 
are an economic waste.” He stresses 
(See H. A., April 13) _ selling 
THROUGH instead of TO the dealer. 
Seth Marshall reiterates and elaborates 
on this thought (See H. A., April 27). 
In operating a wholesaler-retailer plan 
along the lines recommended by Mr. 
Gallaher, Marshall Wells Co. finds its 
salesmen of greater importance than 
ever before, BUT in a somewhat dif- 
ferent way. Their salesmen are being 
trained to help dealers control their 
stocks, make attractive window and 
table displays, use advertising, improve 
their stores’ appearances and in a co- 
operative way concentrate their buying 
so that they may be put in position 
to meet price competition and have a 
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means for telling the public. In this 
issue, a story on the operating details 
of the Marshall Wells Associates Plan 
gives further particulars. In many par- 
ticulars Mr. Baily’s opinions are ac- 
tually in complete accord with those 
of Mr. Gallaher. Certainly both seek 
a common objective. A careful re- 
reading of both opinions shows this. 


—KEd. 


Mr. Stroota Wants Action 


Maratuon, Wis.—Before we received 
your April 13 issue, we wrote to Mr. 
E. B. Gallaher for the names of the 
jobbers in this territory that were lin- 
ing up their business to meet the new 
competition. His secretary writes that 
it is the Marshall Wells Co. of Duluth, 
Minn., and Hibbard, Spencer, Bartlett 
& Co. of Chicago, Ill. 

Since that time we read your latest 
issue and in your editor’s note in Mr. 
Gallaher’s article, you say that it is 
the Hall Hardware Co. of Minneapolis, 
Minn., and the Northern Hardware Co. 
of Portland, Ore. 

Please set us right on this as we 
want to connect up with some jobber 
that is doing things. 

O. W. Stroota, 
Stroota Hardware & Mercantile Co. 





(The jobbers Mr. Gallaher had in 
mind were those mentioned by his sec- 
retary as given in Mr. Stroota’s letter. 
Our editor’s note regarding the two 
well-known cooperatives was prompted 
by Mr. Gallaher’s comment that such 
activities are incomplete. We believe 
the cooperatives mentioned have given 
yeoman service, pioneering years ago, 
a more equitable price situation for re- 
tailers. In our capacity we cannot ex- 
press a preference for any of the four 
houses mentioned by this reader, but 
will say we believe all four seek a com- 
mon objective—whjch is putting hard- 
ware stores into the current competi- 
tive picture. We suggest that Mr. 
Stroota invite representatives of the 
houses serving his area to tell their 
respective stories, from which he can 
draw his own conclusion and select the 
affiliation which he-finds best suited for 
his individual needs, trading area, etc. 


—Ed.) 


Thank You, Mr. Riddle 


BirMINGHAM, ALa.—I wish to say 
that Mr. E. B. Gallaher’s article printed 
in Harpware AcE is one of the brain- 
iest pieces of printed matter that I 
have seen lately. It is the most ac- 
curate definition of present-day condi- 
tions that could be given. It also puts 
the little manufacturer-jobber organi- 
zation out in the limelight. 

Ask him to write an article showing 
how the power trusts have put electric 





motors in the place of steam engines 
and boilers, thereby closing out mines 
machine and boiler shops, foundries, 
pattern shops and railroads, which 
forced hordes of skilled labor into idle- 
ness and gave us this generation of 
unemployed. 
RIDDLE OF 
Riddle Hardware Co. 


Hits Nail on the Head 


BLoomrieE.p, N. J.—I want to com- 
pliment you for printing in your maga 
zine an article of the type of Mr. Gal 
laher’s in the April 13 issue. It cer- 
tainly hits the nail on the head. 

FE. Ecuixson, President, 
Pioneer Tool Co., Inc. 





The N. Y. Sales Tax 


Brooxktyn, N. Y.—The Sale Tax re- 
cently passed in this State represents 
to my mind one of the real examples 
of the financial mess we are in today. 

The Sales Tax measure as passed 
affects, through 125,000 retail dealers, 
every man, woman and child in this 
state. The law as passed carries with 
it an appropriation of $400,000 for ma- 
chinery to put it into effect. In addi- 
tion it calls for a report of all these 
dealers four times a year or 500,000 
reports. These reports must all be 
analyzed by some new created agency 
and the dealers’ bookkeeping check by 
another large force of inspectors. 

How much these items will cost is 
more or less a matter of calculation. 
What the dealers’ cost of bookkeeping 
will amount to added to these other 
sums will make a very sizable amount 
to pay when compared to the amount 
of benefit the state will receive from 
this measure. 

The authors of this law and some 
members of the tax commission are 
all at sea as to its application and en- 
forcement, but there is one thing cer- 
tain—in the end the people will pay. 

We have been during the war and 
since “paying” debts by increasing 
them, through borrowing and interest 
charges. Our expenses of government 
compared to the expenses of mercantile 
business have run wild. 

Government is a business in which 
every citizen is an INTERESTED 
STOCKHOLDER. Those who make 
laws are paid out of the citizens’ pocket 
to perform that job. In a democracy 
such as ours they are our employees 
and we have hired them through our 
votes to do a job that we have no time 
to do ourselves. 

We will come to a common under- 
standing and a solution of our diffi- 
culties as each one of us gives more 
thought to our government and _ its 
problems and sees that men who repre- 

(Continued on page 62) 
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A REGULAR FEATURE 
OF HARDWARE AGE 


ow’s ne Hardware Business? 


Interpreting for hardware 
men, such basic factors as 
crop outlook. freight car 
loadings, circulation of 
money, building progress, 
employment, etc., and 
dealing with specific price 
trends, demand for mer- 
chandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











Increased production is reported 
by the Department of Commerce, for 
the week ended April 29, in the bi- 
tuminous coal, lumber, steel, automo- 
bile and electric power industries. 

* * «# 


The New York State sales tax, 
effective May 1, will produce an esti- 
mated revenue of $7.50 from each 
family in the State each year. The tax 
of 1 per cent is on retail sales of 
tangible personal property. The levy is 
expected to yield $30,000,000 annually. 


* + 


April Kelvinator shipments broke 
all records. In shipping 30,116 units 
last month, the Kelvinator Corpora- 
tion did the biggest month’s business in 
its history. These shipments reflect an 
increase of 47 per cent over the aver- 
age for the same month for the previ- 
ous five years, and the company has the 
largest bank of unshipped business 
that has ever accumulated on its books. 

- * * 


Nation’s retail sales one-third 
credit. According to the Census of Dis- 
tribution 34.29 per cent of the retail 
trade of the nation is done on credit. 
Stores doing both cash and credit busi- 
ness did 52.69 per cent on credit basis. 

* 8 @ 


Radios and refrigerators. Pro- 
duction of “Majestic” radios and re- 
frigerators is running slightly ahead of 
the corresponding period of last year 
and the plant is employing more work- 
ers than in 1932. “Philco” sales for 
the first week of April exceeded those 
for the entire month of April, 1932. 

” * e 

Bankruptcies among consumers. 

Causes of bankruptcies among wage 
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earning consumers are reported by the 
Department of Commerce in a bulletin, 
“Causes of Bankruptcies Among Con- 
sumers.” Extravagance leads as a fre- 
quent cause, closely followed by eva- 
sion of judgment debts. Other causes 
are: avoidance of liabilities on fore- 
closed real estate, decreased income, 
domestic misfortune, speculation, busi- 
ness involvements and _ dishonesty. 
Copies of the complete report are avail- 
able from Superintendent of Docu- 
ments, Washington, D. C., at 5 cents 
each. 
* * * 


Best locations for city stores 
were studied by the Department of 
Commerce in Baltimore, Md. Metro- 
politan retail trade trends toward five 
forms of development: central shopping 
centers, sub-centers, “string streets,” 
neighborhood groups and one classi- 
fied as “not concentrated.” In Balti- 
more the central shopping district com- 
prises less than two-tenths of a square 
mile of area and only 6.1 per cent of 
the city’s retail stores. These stores 
account for 28.1 per cent of the total 
volume of retail trade. The complete 
42-page report, “The Location Struc- 
ture of Retail Trade,” is 15 cents a 
copy from the Superintendent of Docu- 
ments, Washington, D. C. 


* + * 


Chains manufacture 8 per cent 
of goods they sell. A report made re- 
cently to the Senate by the Federal 
Trade Commission estimates that 8 per 
cent of total sales among 1068 chain 
store companies in 26 different lines 
were for goods of their own manufac- 
ture. About 80 per cent of the manu- 
facturing chains report ownership of 
private brands, while only 20 per cent 














of the non-manufacturing chains own 
such brands. Mimeographic copies of 
the report are available free from the 
Federal Trade Commission, Washing- 
ton, D. C. 


— = 


Sales of electric food mixers 
broke all records in 1932, based on 
estimates received by E. H. Way, Elec- 
trical Equipment Division, Department 
of Commerce. At least 300,000 mixers 
were sold during the year at the low- 
est consumer prices in history. 

* # # 


Crosley reports big refrigerator 
business. Unfilled orders for Crosley 
electric refrigerators amounted to $825,- 
000 at retail prices on May 3. The 
working force in the company’s refrig- 
erator division has been increased 30 
per cent, with 500 workers now on the 
pay roll, and the plant operating three 
shifts daily. 

aa * * 


More farmers than ever before 
are reported by-the Department of 
Agriculture. The farm population on 
the first of this year totaled 32,242,000, 
exceeding by several hundred thousand 
the previous high mark established in 
1910. 


* @ @® 


Fabrikoid plant recalls workers. 
The Du Pont Fabrikoid Co. recently 
recalled 45 workers with 260 now em- 
ployed and the plant operating 40 hours 
weekly at 45 per cent of capacity. 


* + 


Maytag reduces prices and wid- 
ens dealers’ margins. Lower prices 
have been established on all models of 
Maytag washing machines, with the 
new prices providing greater profits for 
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dealers. A new model washer priced 
to sell at $59.50 has been introduced 
and a national newspaper campaign 
will be used to acquaint the public with 
the new low prices on the line. 

* * 7 


Prices lower on Maydole tools. 
Reduced prices on Maydole plain and 
bell face, curved and straight claw 
hammers became effective on May 1. 
Genuine Maydole hammers in the popu- 
lar sizes can now be retailed at $1; the 
company’s “Notwich” hammer at 75c, 
while the “Maydole 50c Retailer” meets 
the requirements of half-dollar ham- 
mer buyers. The prices on Maydole 
pipe wrenches, with new finish, have 
also been revised. 

* * 


Washing machine sales showed a 
gain of 24 per cent in February over 
January, and 82 per cent in January 
over December, according to reports 
made to the American Washing Ma- 
chine Manufacturers’ Assn. Shipments 
totaled 50,518 washers in February, 
40,644 in January, and 22,272 in De- 
cember. 

* * * 


An April of important develop- 
ments has closed, with many untried 
and debatable steps for dealing with 
the economic situation either proposed 
or enacted. There is also, however, 
very definite proof of a much improved 
state of mind and of business activity. 
While there is noted some disposition 
‘in business offices to defer important 
decisions because of the legislation now 
pending, yet the momentum already 
gained has kept the trend decidedly up- 
ward. The assurance of inflation or re- 
flation has promoted much business, 
even while it has placed some curb on 
speculative outreach. 

* & # 


Business gains have been actual 
and not imaginative, as clearly shown 
by continuing rise in the weekly trade 
indexes, which have been steadily im- 
proving since March 18. The in- 
crease has amounted to at least 4% 
per cent, the latest gains largely af- 
fected by the sharp rise in steel ac- 
tivity and by continued increases in 
power output and automobile manufac- 
ture. Steel is showing a remarkable 
comeback and ingot production prac- 
tically doubled during April. 

* * * 


The general rise in commodity 
prices during the month was about 514 
per cent, and the various commodity 
classifications seem to be moving into 
better balance. Farm products, foods 
and textiles have seen the sharpest ad- 
vances, while fuels, building materials 
and chemicals, which had een held 
well above the recent general low aver- 


40 


ages, have been more or less station- 
ary. 
* * * 

Gains are noted in all reporting 
Federal Reserve centers, the chief 
deterrent influences being an unset- 
tled condition in the petroleum indus- 
try and the absence as yet of any sub- 
stantial improvement in the building 
trades. These are generally slow in 
recovering, along with heavy electrical 
and manufacturing equipment and 
railroad supplies. 

* * * 


April showings in retail trade, 
from advance department store esti- 
mates, probably reached within 10 per 
cent of last year’s period, which would 
be the best showing in a long time. 
The drop in retail prices over the year 
is estimated at around 14 per cent, so 
a 10 per cent reduction in dollar sales 
would represent an actual gain in unit 
volume. 

* * * 


Reduced stocks, both wholesale 
and retail, together with the outlook 
for rising prices, have caused mer- 
chandisers to be less radical with clear- 
ing sales and cut-price promotions, and 
most stores seem newly impressed with 
the need for regular pricing. 

+ + 


Operations in wholesale hard- 
ware and in dry goods have in many 
cases exceeded expectations. Staple 
purchases to avoid future price in- 
creases have been more liberal, though 
not broadly speculative. Prices have 
been advanced or withdrawn by manu- 
facturers in numerous instances, and 
the inflationary influences coming at a 
time of very low inventories are rather 
quickly felt by buyers. 

+ + 


Mail-order sales have improved 
under the stimulatihg effect of higher 
prices for farm products and the prom- 
ise of better purchasing power in rural 
areas. The report of Sears, Roebuck 
sales for the four weeks ending April 
23 showed a decline of only 1214 per 
cent compared with the same period 
of 1932, while the last previous period 
was down more than 25 per cent from 
a year age. The Sears management 
is said to be convinced that tonnage 
volume is running practically even with 
that of a year ago. 

* * * 


Reports from all areas are 
moderately worded, but all indicate 
some gains in over-the-counter selling. 
The industrial areas are naturally the 
more optimistic, while continued con- 
servatism shows in reports from the 
west and southwest. A number of in- 
dustries, including many railroad re- 
pair shops, have been calling back 





workers, and there is at last a definit: 
downward trend in relief calls. 
* & 


Freight movements are a quick 
index of better operations, and for the 
first time this year traffic on important 
western roads at the end of April ex- 
ceeded that of 1932. Freight loadings 
of the Santa Fe, for example, were 
more than 6 per cent above the same 
period of last year. Loadings of the 
C. M. & St. P. were above 1932 on 
each day of the last recorded week, 
the first time such a situation has been 
noted since 1929. 


- & @ 


The passage of the farm bill by 
the Senate brought a rush of public 
buying into the stock and commodity 
exchanges on April 29, and a great 
many prices moved upward to new high 
ground for the year. Among the most 
spectacular changes were those on 
grains, wheat rising 6 cents per bushel, 
to above 70c, compared with 4614 
cents on March 1. Other grains scored 
similar rises. 

* + 


Cotton rose $2.00 a bale, silver 


* 14% cents an ounce and sugar touched 


the highest level since 1930. Flour, in 

sympathy with wheat, advanced May 1 

40 cents per barrel, and most minor 

commodities have shared to some extent 

in the rise based on assured inflation. 
* & 


The spending power of the peo- 
ple has, of course, been definitely 
helped. The market value of one hun- 
dred representative securities increased 
during April an estimated 31% billion 
dollars, or more than 45 per cent, and 
reached a value almost double that at 
the end of June, 1932, which was the 
approximate low of the security market. 
Much of this gain has been already 
cashed, and with the improvement in 
national confidence will go into early 
circulation. 

*% * * 


Increasing shipments of farm 
products in the same way show that 
the rise in values there is being realized 
upon, the paying off of indebtedness is 
starting, and frozen spots are commenc- 
ing to thaw out. 

* * # 


The avowed object of recent re- 
cent reflationary legislation is to re- 
store the commodity level to the five- 
year average pre-war figure, which 
would, for example, be represented by 
about 12 cents per pound for cotton, 
as compared to 814 cents reached by 
the advance at the end of last month. 

* * @ 


While experts disagree, after 
weeks of study as to the wisdom of 
inflation, powerful converts have been 
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won from the ranks of conservative in- 
dustry and finance. A survey by the 
National Industrial Conference Board 
among 151 outstanding business lead- 
ers developed a majority of 55 per 
cent in favor of the reflationary pro- 
gram of the administration, while 45 
per cent held that prices should be al- 
lowed to seek their natural level, and 
that strong government control is un- 
desirable. 
* * * 

The conviction is growing that 
the low point in the long decline of 
commodity prices has been passed, but 
that the current attempt at reflation, if 
successful, must necessarily be slow. 
Financial opinion inclines to the view 
that a rise in prices was so desperately 
needed that the present measures are 
justified. The chief danger financial 
leaders see is that having tasted the 
effects of controlled inflation, the coun- 
try may demand more. Against this 
danger the President himself is felt to 
be the main and reliable defense. 

* * * 


International understandings 
seem to have been helpfully furthered 
by the evidently sincere aims of the re- 
cent Washington informal conferences. 
The necessity for cooperation is recog- 
nized in raising the levels of important 
commodity prices, in promoting the in- 
terchange of trade with only the sim- 
plest of necessary restrictions, in pro- 
viding central banks to assure adequate 
expansion of credit, and in the estab- 
lishment of reasonable parity. in cur- 
rency exchange. 

* * *% 


Business failures in the United 
States for the week ended April 27 
were a few more than during the pre- 
ceding week, but a third less in num- 
ber than in the corresponding week of 
1932. The liabilities involved also were 
sharply reduced. 


*% * * 


The release of cash in the De- 
troit area was a helpful stimulant to 
trade, when two national banks began 
paying out 131 million dollars in re- 
leased deposits to 800,000 persons. 
While these banks had paid two previ- 
ous 5 per cent releases, the 30 per cent 
repayment starting April 24 marked 
the first real easing of money condi- 
tions in that vicinity since the Michi- 
gan bank holiday was instituted on 
Feb. 14. 


* * * 

Electric power output in the 
United States during the week ended 
April 22 not only showed a substantial 
increase over the preceding week, but 
revealed the smallest percentage of de- 
cline from the previous year (2.6 per 
cent) of any week since the downward 
curve started in August, 1931. 
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March building permits, shown 
by returns from 215 cities to Dun and 
Bradstreet, indicated a rise of 3.5 per 
cent from the February volume, which 
was the Jowest on record. March fig- 
ures were still more than 50 per cent 
under a year ago, but the turn toward 
slight betterment has been encouraging. 
Residential awards, mostly one and two 
family houses, increased about 36 per 
cent during March over February, and 
in this class the gains of the month 
were fairly well spread over all parts 
of the country. 


* + 


Farm purchasing power is on the 
upgrade. From February 15, when it 
was at its low point in 23 years, until 
March 15, this index, recorded by the 
Agricultural Bureau, advanced five 
points, and the rising trend has been 
stronger since. At the “low” date the 
average price of materials bought by 
farmers was 3 per cent over the pre- 
war 1909-1914 average, while the prices 
the farmer realized for the things he 
sells averaged 51 per cent below the 
similar prewar period. 

The farmer’s purchasing power on 
Feb. 15 was figured at 52 per cent be- 
low prewar. By mid-April prices paid 
by the farmer had dropped three points, 
but farm products’ prices had risen two 
points, giving him his first recovery in 
purchasing power since the decline 
started. The price bulges at the end 
of the month have further improved the 
farm earnings position. 


* + * 


Producers of livestock and live- 
stock products are shown, by a recent 
study of the Department of Agriculture, 
to have fared considerably better than 
did the producers of crops in the de- 
cline of their gross incomes from 1929 
through 1932. The income of all farm- 
ers over this period dropped 57 per 
cent, but that of the livestock farmer 
fell just 53 per cent. Grain farmers’ 
incomes showed the greatest decline, 
75 per cent, and cotton, the next great- 
est, dropped 69 per cent. 


*+* 2 


The sharp improvement in steel 
has had an outstanding influence on 
hardware prices and trade morale. In 
every leading steel producing center 
the increase, based on actual demand, 
has been noted. The average of ingot 
production the country over exactly 
doubled from the beginning of April 
to the opening of May. Operations 
were close to 30 per cent for the first 
time since November, 1931. The great- 
ly improved automobile production, 
which rose about 50 per cent during 
April, is bringing heavy releases for 
finished stcel. The strengthening of 
steel price bases is progressing steadily. 


Makers of wire fence report de- 
mand this season is substantially above 
that of a year ago, and has been main- 
tained for several weeks. The better- 
ment is ascribed not only to the farm- 
ers feeling more confident, but to the 
increasing necessity of replacing fences 
wrecked by years of rust and wear. 
Other wire products at the end of April 
were maintaining the better rate of de- 
mand. Wholesalers have been carry- 
ing somewhat better supplies, due to 
definite hints that further early ad- 
vances in wire products will doubtless 
be undertaken by the manufacturers. 

* * * 


Large-head barbed roofing nails 
have experienced a substantial decline 
in the extras charged over base in new 
price lists issued May 1 by leading 
manufacturers. The drop ranges from 
20 to 35 cents per 100 lb. At the same 
time there were corresponding reduc- 
tions in the extras for smooth foundry 
nails, and bright plaster board nails. 

* * * 


The boost in tire prices was an 
outstanding and rather general an- 
nouncement on May 1. Leading man- 
ufacturers have made increases rang- 
ing from 314 to7 per cent. Since it was 
the first increase in about eight years, 
the change is hailed as the first step to- 
ward needed betterment, and as an end 
of the prolonged price-cutting war. 


* % * 


Leather tanning companies have 
advanced prices from 15 to 20 per cent 
on finished leathers, particularly on sole 
leather, side uppers and finished calf 
skins. Asa result the various points of 
contact which leather has with hard- 
ware are bound to reflect the new 
values. 

* % & 


* Copper rivets and copper and 
brass wire, including both bare and 
waterproofed electrical wires, are quot- 
ed substantially higher, following the 
continued sharp mark-ups in ingot cop- 
per. Steel and “brass jack chain, to- 
gether with brass safety, plumbers’ and 
furnace chains, are quoted 10 per cent 
higher by some makers, effective May 
1. Lead products, including sheet lead, 
lead pipe, traps and bends were ad- 
vanced in price on April 21. Plumb- 
ing brass goods have been generally 
marked up to new schedules 5 to 15 
per cent above those last in effect. 

*% * * 


Window glass manufacturers are 
advancing prices May 10. The change 
will eliminate different discounts for 
different brackets and there will be just 
one discount for A grade and another 
single discount for B grade. The high- 

(Continued on page 55) 
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Resale Price Maintenance Legislation Possible 


Through Exemption From Anti-Trust Laws 


Simplified Capper-Kelly Bill Might Be Included as Amend- 

ment or Section of an Administration Measure—Current 

General Business Attitude Toward Modification of Sherman 
Law and Clayton Act Encourages Sponsors. 


By L. W. MOFFETT 
Washington Representative of HARDWARE AGE 


EGISLATION to legalize resale 
price maintenance again is hoped 
for at the present session of Con- 

gress. While there is still considerable 
doubt that it will be enacted, the new 
bill drawn by two persistent advocates 
of such legislation reduces it to simple 
terms that could easily be made to fit 
in with a part of the contemplated pro- 
gram of the Roosevelt administration 
for “regimenting” industry. 

Both Senator Capper, of Kansas, and 
Representative Kelly, of Pennsylvania, 
authors of the new draft, are hoping 
that the legislation can be incorporated 
in the program. At present the new bill, 
which would exempt resale price main- 
tenance from anti-trust laws, is before 
the House and Senate Committees on 
the Judiciary. It is not planned to hold 
hearings. Therefore the bill could be 
easily and readily included as an 
amendment or section of an administra- 
tion bill, assuming it is acceptable to 
the administration. The administration 
apparently is planning what is the 
equivalent to dictatorship over industry 
and trades in an effort to bring about a 
vast economic readjustment toward 
balancing production and demand, fix- 
ing hours of employment, perhaps mini- 
mum wages, sales practices, eliminating 
cut-throat competition, barring sales 
below cost, regulation of competition 
under territorial divisions, etc., etc. 

The Black 30-hr. bill carried much of 
the essence of the plan, limiting work 
shifts to 6-hr. a day and to 30-hr. per 
week, proposing minimum wages, and 
providing, or seeking to provide, a 
means for eliminating unfair competi- 
tion. 

The Black bill was the object of 
violent protests from all sections of in- 
dustries, and organized labor. That was 
expected by the administration. The 
bill, virtually redrafted under the direc- 
tion of Secretary of Labor Perkins, evi- 
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dently was designed as a mark to shoot 
at. It was proposed as a framework, 
perhaps to bring about more gradually 
than the bill itself would, this revolu- 
tionary change in setting up govern- 
ment control of private trades and 
industries. 

It has been a shock to many industri- 
alists. Yet they have been told that in 
the essence it is what they themselves 
have asked of the government. One 
thing pointed out is that it would wipe 
out the anti-trust laws, and business 
persistently has asked either for their 
elimination or their modification. Com- 
petition within given industries would 
be done away under the bill. Business 
and industrialists generally have fre- 
quently urged that this be permitted. 
They want to set up a group of advisers 
or councillors, to cooperate with the 
government suggesting how the plan- 
ning program for industry and business 
of the country should be conducted. 
Labor, employer, and consumer would 
be represented on the boards and it is 
said that a scheme partaking of this 
plan, though not embracing the entire 
scale, in the absence of legislation, is 
being planned by Secretary of Com- 
merce Roper. Private initiative, indi- 
vidualism in business and industry, 
would be done away. The thought may 
cause a gasp but it is remarkable how 
much force the idea seems to gather. 
One reason given for it is the claim that 
business, finance and industry are 
chiefly to blame. Not only is it charged 
that business and industry have en- 
couraged such a plan to a certain de- 
gree but that business, finance and 
industry have since the stock market 
crash of 1929 developed a laissez faire 
attitude. 

It is asserted things were allowed 
to drift from bad to worse; that there 
was the attitude of waiting for some- 
thing to turn up with no aggressive 


push to start things. The most criticized 
of all, of course, has been banking and 
the answer of the administration plainly 
is seen in the inflation bill. The govern- 
ment feels that something had to be 
done and done quickly. 

Even though some of the administra- 
tion moves have been a source of appre- 
hension on the part of business, the fact 
remains that business, with the country 
generally, admires the quick and 
courageous action taken by President 
Roosevelt. It is clear that he still in- 
spires confidence and hope from the 
country as a whole. 

So if the administration gives its 
approval to the plan of Senator Capper 
and Representative Kelly, the resale 
price maintenance legislation con- 
ceivably would go through at the pres- 
ent session as part of the administration 
legislation. 

The new Kelly-Capper bill is the 
essence of simplicity and brevity. In a 
single paragraph it defines the intent 
of the anti-trust laws as to agreements 
between the makers of trade-marked 
goods and their distributors. 

Both Senator Capper and Representa- 
tive Kelly have pointed out that such 
business men under the common law 
had the legal right to enter into agree- 
ments as to the resale price of identified 
goods. 

“Tn 1911 the Supreme Court by divi- 
ded decision ruled that the agreements 
as to resale price of standard goods 
were invalid under the Sherman law,” 
says a joint statement issued by Senator 
Capper and_ Representative Kelly. 
“Since that decision the cut price evil 
has resulted in semi-monopolistic mer- 
chandising through chains and mergers. 
It has destroyed many independent bus- 
iness men and has had a large part in 
the present business depression. 

“Our measure restores the rights pos- 
sessed by American business before the 
court wrote a judicial law of its own. 
It establishes the system of contract 
which is in force today in almost every 
country except the United States. It 
will encourage fair competition. Its 
enactment will do much to lift us out 
of the depression, for which ruthless 
and unrestrained competition is largely 
responsible. When put into force it 
will be a long step toward the conduct 
of business in the public interest.” 


HARDWARE AGE 


mS DNS FEY A OTRO bs ERE ETSY MR Se a bis C cick ine 





le 


its 
per 
ale 
on- 
es- 
jon 


the 
la 
ant 
nts 


ed 


ta- 
ch 


1W 
ed 


vi- 
its 


LPOG PRT RT 


PEE OCR NS MERIT OC Soe 


IRE PR 


Sa aA Mans 





F 





The A-B-C of Inflation 


By SAUNDERS NORVELL 


ELL, it seems we are off for 
“inflation.” 
As a matter of fact we are 


just changing the kind of inflation. 
For the past three years we have had 
inflation of the dollar—a dollar con- 
stantly increasing in value and buy- 
ing power. Now we will have an- 
other kind of inflation. An inflation 
of farm products, real estate, stocks, 
low grade bonds and merchandise. 
The value of the dollar in buying 
power will go down but the value of 
all these other things will increase— 
at least temporarily. 

The inflation of the dollar was 
hard on everybody who owed money 
because in order to pay their debts 
they had to sell something at ex- 
tremely low prices. The inflation of 
commodities will be a good thing 
for the man who owes money be- 
cause the price of his commodities 
will advance and he will only have 
to sell a smaller quantity of them to 
pay his debts. 


High and Low Priced Dollars 


Suppose, for instance, when the 
crash came in 1929 you had to go to 
the bank and borrow money and put 
up stocks and bonds as collateral on 
the loan? As the value of the dol- 
lar increased the price of your se- 
curities went down. If this decline 
impaired your margin the banks 
called you and you were compelled 
to sell your securities at the market 
at a low price to pay all, or part of 
your loan in high priced dollars. 
Thousands of our citizens could not 
raise any more securities to margin 
their loans, so they were sold out by 
the banks. Those, however, who 
have survived these prices now find 
their securities advancing under in- 
flation and they can gradually pay 
off their loans without going to the 
poorhouse while prices are up. 

Every time I decide to write an 
article on any subject I pick up some 
magazine with an article on the 
same subject so much better than 
anything I can write that I just feel 
discouraged. I had decided this 
week to write about inflation and 
along comes my weekly issue of 
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“The Annalist” of Friday, April 28, 
with an article by Rufus S. Tucker 
on “The Effect of Depreciated Cur- 
rencies, As Shown by Official Sta- 
tistics.” Mr. Tucker starts off by 
saying—‘‘one of the most commonly 
used arguments in favor of devalu- 
ing the dollar is the statement that 
those countries that have allowed 
their currencies to depreciate in the 
past two years have benefited there- 
by. The countries usually referred 
to are Great Britain, Sweden, Den- 
mark, Australia, Canada and Japan. 
Since few Americans have access to 
figures concerning economic condi- 
tions abroad, this argument has had 
more effect than it deserves, for the 
actual condition is just the opposite.” 


Mr. Tucker on Inflation 


Mr. Tucker then by figures and 
tabulations goes on to prove that in- 
flation in foreign countries has not 
had a good effect. One of his tables 
is on unemployment, another on for- 
eign trade and another on wholesale 
commodity prices. These figures and 
this article is a good deal like a cold 
shower bath for an inflationist en- 
thusiast. 

By the way, the Times Annalist 
is one of the best statistical papers 
that comes to my desk. The story 
of the Annalist is interesting. The 
New York Times, is, of course, one 
of the great newspapers of the world. 
For the benefit of their editors and 
writers they had to have the best and 
most reliable financial statistics that 
could be obtained, also the best in- 
formation about the drift of busi- 
ness. So they started in their office, 
at a very heavy expense, a labora- 
tory to gather this information just 
for the information of Times writ- 
ers. In other words, it was an au- 
thoritative source of information for 
the paper. From this nucleus sprang 
the Annalist. Every week there are 
interesting articles by well-known 


writers. In the issue to which I refer ° 


there is the “Business Outlook,” writ- 
ten by D. W. Ellsworth. Mr. Ells- 
worth writes at the head of his 
article—“Business activity shows a 
further increase, with steel mill ac- 
tivity, automobile production and 


electric power output recording note- 
worthy gains. Wholesale commodity 
prices rose 3 per cent in the week 
ended Tuesday, coincident with a de- 
cline of 8.5 per cent in the value of 
the dollar.” Mr. Ellsworth’s article 
written just for the day and for the 
week is a basis for optimism. On 
the other hand, Mr. Tucker’s article 
on the subject of “The Effect of De- 
preciated Currencies,” judging by 
the experience of foreign countries 
in departing from the gold standard 
is pessimistic. In other words, one 
would conclude that for the present, 
for the immediate future, inflation 
will help business, but in the long 
run we had better look out! 

I have found “The Annalist” so 
satisfactory that I recommend it to 
business men who wish the very high- 
est authority without any padding or 
favorites on financial conditions. I 
note that “The Annalist” in the 
United States is $7.00 per year, six 
months $3.50 and three months 
$1.75. In other countries it is high- 
er. Single copies are 20c. 


In Germany 


Personally, I have had experi- 
ences with inflated and deflated cur- 
rencies. I was in Germany at the 
time the printing presses were grind- 
ing out marks by the million. My 
letter of credit was, of course, in 
Anterican dollars on the gold basis. 
Before going to Germany I bought 
English pounds, which were then 
also on the gold basis. I had been 
advised that the English pound was 
good almost anywhere in Europe. 
It was ridiculous how many marks 
I could get in Germany for an En- 
glish pound. When I went into shops 
and priced merchandise on the mark 
basis it made things so cheap in 
pounds that I could not resist the 
opportunity of buying. I remember 
loading up with Zeiss field glasses. 
I had always wanted a high-grade 
Zeiss binocular—one of their latest 
—and this was my opportunity. I 
bought several of them to take home 
as presents to yachting friends and 
to some of my other friends who do 
their yachting from an easy chair on 
their front porch with a pair of pow- 
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erful field glasses. A man may 
think he is safe on a yacht in Long 
Island Sound but he isn’t. Not with 
these porch sitters at work with their 
glasses. 

In Germany it was a case of what 
happens with a debased currency. 
Two years later I visited Germany 


again. In the meantime they had 
adopted the gold mark. I found 
everything enormously expensive. 


The same hotel accommodations that 
I had had before at $1.50 per day 
were now $12.00. Meals and every- 
thing else were in proportion. At 
the time of the debased mark every- 
body who owed any money, and who 
could dig up the marks paid their 
debts. Manufacturers who had mort- 
gages on their plants cleaned up. 
People who had leases on property 
paid so little in the way of rents that 
it was a joke. It was a fine situa- 
tion for the man who owed money. 
There was a grand cleaning up, but 
it was a pretty hard situation for the 
creditor class. It must be remem- 
bered that everybody in Germany at 
the time were on the same basis. 
Wages were all paid in this debased 
currency. Merchandise was not 
cheap to the man whose wages were 
paid in the same value of marks that 
he used to buy his supplies, but for 
an outsider coming into Cermany 
with money based on the gold 
standard it was an entirely different 
matter. 


When the Frane Tumbled 


Then I remember being in France 
when the franc went down to a cent 
and a half on the dollar basis. When 
this happened the larger stores in 
the central part of Paris immediately 
advanced their prices of merchandise 
somewhere in line with the depreci- 
ated franc, but the small stores in 
Paris doing business, not with for- 
eigners but with Frenchmen, did not 
advance their prices. Oh what bar- 
gains! That was the time in these 
smaller stores to pick up antique 
silver, antique furniture, paintings 
and all sorts of wonderful things for 
a mere song. Of course, this was 
later changed when the franc was 
stabilized at about 4c., where it 
stands today. In the old days before 
the war the franc was worth 19c. in 
our money, about 5 francs to the 
dollar. Today the rate is about 25 
francs to the dollar and at this rate 
it still makes living in France very 
cheap. 


44 ° 


I remember at this time I was liv- 
ing in Paris and I had always wanted 
to take a trip in Northern Africa. 
I saw with francs so low I would 
never have an opportunity to make 
a cheaper trip so I used my letter of 
credit, gathered up a good bunch of 
cent and a half francs, and left Paris 
for Marseilles. From there I took 
steamer for Algiers and from there 
made a long automobile trip into 
Northern Africa. Now, the funny 
part of this trip was that in this 
far away part of the world, under 
the government of France, and using 
French currency, they had made no 
changes in their prices on account of 
the debased franc. Everything was 
priced on the old basis and, of 
course, all kinds of bargains could 
be had. Our hotel bills, best ac- 
commodations, were about a dollar 
a day. Our automobile, with chauf- 
feur, all expenses paid, was some- 
thing like $7.50 per day. That was 
one grand, glorious adventure that 
cost next to nothing. Those were 
the happy days. Vintage champagne 
$1.00 a quart. I remember buying 
a wrist watch, quite a good one that 
lasted me a long time, for 75c. 

When England was on the gold 
standard the pound was about $4.85. 
I was never able to find many bar- 
gains in buying goods in London. 
The English are pretty good at hold- 
ing up prices. The smaller shops do 
not believe in the price cutter. That 
is one reason why great department 
stores, such as Selfridge’s, have made 
such a success in London. These 
large department stores and _ the 
Army and Navy stores are about the 
only people who “pretend” to cut 
prices, and when I use the word 
“pretend” I mean just what I say. 
Price cutting in England is more a 
form of advertising propaganda than 
a reality. At least, that has been 
my experience. The British Gov- 
ernment has an idea that, strange as 
it may appear, the jobber and the 
retail dealer have a right to protec- 
tion on their profits from price 
cutters. 

Suppose in the drug line, for in- 
stance, you wish to put a proprietary 
article on the English market. You 
go to the wholesale drug association. 
You submit your article and state 
your prices to the consumer, to the 
jobber. If your article is approved 
and your prices are approved, word 
is sent out to several thousand mem- 
bers of this association—retail deal- 








ers—giving the price on your arti- 
cle and signifying the approval of 
the association. Then you can pro- 
ceed doing business selling at these 
prices. If, however, you yourself 
vary from your own price as sched- 
uled the membership of the associ- 
ation are promptly notified and you 
are denied the sales protection of the 
association. If any jobber or retail 
dealer cuts the price the association 
will be promptly notified that they 
were not acting on the square and 
this would cost this jobber a great 
deal of business. So prices are main- 
tained and price cutting is curtailed. 
This association works under the di- 
rect supervision of the British Gov- 
ernment. I understand in France 
there are similar associations, but in 
France I believe the control is more 
in the hands of the various trade as- 
sociations. However, the mainte- 
nance of prices is upheld by the 
government. The only condition is 
that the public must have reasonable 
prices. 


What Will Happen? 


Of course, in time in the nature 
of the case this country must adopt 
some system such as the above. The 
American idea that free and unlim- 
ited competition is a good idea for 
everybody will in time be found to 
be false, unfair and unprofitable. 
There is no reason why any ineffi- 
cient merchant who does not know 
the cost of doing business should de- 
moralize business in his trade terri- 
tory. We, of course, hear of the 
failure of these price cutters. Usu- 
ally when they fail someone else 
pays the bills, but the worst part of 
it is that before they fail for a long 
time they may completely demoral- 
ize the business in their neighbor- 
hood town or jobbing territory. 

We do not know just what the end 
of this movement of inflation in the 
United States will be. For the long 
pull the writer is very much afraid 
of it, but for the short pull it is clear 
that prices will advance, and of 
course for the time being under such 
conditions merchants should grab the 
opportunity to mark up their goods 
and make better profits. What we 
need in business today is not price 
cutters, but the new type of gentle- 
men who have taken charge of so 
many banks—I believe they are 
called “conservators.” Nice name, 
eh? 
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CONKLIN SUCCEEDS 
CARSON AS OHIO ASSN. 
SECRETARY-TREASURER 


James B. Carson, secretary- 
treasurer, Ohio Hardware Asso- 
ciation for more than 21 years, 
tendered his resignation at a 
board meeting held April 18 in 
Columbus, Ohio. He resigned 
because of poor health and rec- 
ommended that John B. Conklin, 
director of service, succeed him. 





JAMES B. CARSON 


Mr. Carson, who in point of ser- 
vice was one of the oldest of 
State association secretaries, is 
now assistant treasurer, acting in 
an advisory capacity. He played 
a leading part in the organization 





JOHN B. CONKLIN 


of State secretaries in their an- 
nual conferences. Mr. Carson is 
well known to the trade, having 
attended NRHA Congresses for 
many years. 

John B. Conklin, the new secre- 
tary-treasurer and manager, is a 
son of the late F. R. Conklin, 
Delaware, Ohio, a past president 
of the Ohio association. He went 
into association work shortly after 
finishing school. 
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Competition Will Be Principal Theme of 
N.R.H.A. Chicago Congress, June 12-15 


Program details have been 
settled for the 34th Annual Con- 
gress of the National Retail 
Hardware Association, at the 
Knickerbocker Hotel, Chicago, 
June 12 to 15. Although the 
word competition appears in 
none of the titles announced for 
discussion, it is on this topic that 
most attention will be focused. 

The major theme will be “Fac- 
ing the Facts of Distribution,” 
while session themes are: “The 
Study of Prices”; “Confusions in 
Distribution”; “Retailing Under 
Difficulties”; “The Wholesaler’s 
Claim to Patronage”; “Intelli- 
gent Team-Work Needed”; “The 
Struggle for Business,” and “Act- 
ing on the Facts.” 

The convention will open Mon- 
day evening, as usual, with the 
president’s address and other pre- 
liminary matters. The discus- 
sions will start Tuesday morning. 
Two of the divisional themes will 
be discussed at each of the three 
sessions, with the last at the clos- 
ing session, when officers will 
also be elected, reports consid- 
ered, etc. 


THE PROGRAM 

The program, as outlined, is in- 
tended to provide ample time for 
forum discussion of each of the 
subjects, with 2% to 3 hours al- 
lotted for each session. 

In covering the first subject, 
“The Study of Prices,” a member 
of the price committee through a 
concise report will bring the 
work and accomplishments of the 
price committee up to date. 

“Confusions in Distribution” 
will portray the evolution of 
hardware distribution as seen by 
the retailer, with an inventory of 
some of the factors that have af- 
fected the efficiency and prestige 
of the wholesaler-retailer system 
and related factors. 

“Retailing Under Difficulties” 
will revolve around the hardware 
retailer, making a thorough sur- 
vey of competitive trade prob- 
lems, starting with considera- 
tion of the merchant’s functions 
and his obligations to his cus- 
tomers, and continuing with a 
study of the important factors in- 
volved. Other points to be con- 
sidered with this topic are: the 
necessity of supplying the right 





merchandise at the right price to 
meet the consumer demand for 
value; the new merchandising 
attitude which wholesalers and 
retailers must adopt, and the 
buying policies which will enable 
the merchant to meet price com- 
petition at a profit. 

“The Wholesaler’s Claim for 
Patronage” will involve a hasty 
study of the evolution of distri- 
bution; the reasons for the 
changes which have come; the 
origination of the complicated 
and increasing problems of re- 
tailers; the responsibilities of 
each of the factors, and the pro- 
gram needed to strengthen the 
retailer’s position. 

“Intelligent Team-Work Need- 
éd” is declared to be one of the 
most important subjects to be 
discussed at the congress. It will 
have to do with an analysis of 
the wholesaler’s job and such 
control of his operations and 
functions as will result in effi- 
cient performance of the con- 
sumer service in which he is 
jointly engaged with the re- 
tailer. 

“The Struggle for Business” 
is intended to be a quick study 
of the movement of merchandise 





from producer to consumer; the 
factors in the distribution chain; 
the growth and intensity of com- 
petition; consumer reaction and 
demands; the elements of qual- 
ity and value; the task and prob- 
lems of the retailer in buying for 
and selling the consumer. 

“Acting on the Facts” will 
summarize the important points 
brought out by preceding discus- 
sions, with a program outlined to 
place hardware retailing on a 
stable basis of ability to meet 
price competition and efficiently 
serve the public. 


SPEAKERS NOT YET 
ANNOUNCED 

The names of speakers have 
not been announced. There will 
be no registration fee in connec- 
tion with the congress and no 
fixed program of entertainment. 
With the Century of Progress 
Exposition in Chicago at the 
same time, unusually low round- 
trip fares will be in_ effect 
throughout the nation. It is be- 
lieved that many will combine 
business and pleasure by attend- 
ing the congress and the World’s 
Fair in one trip. 





WATTS HARDWARE COMPLETES ORGANIZATION 
WITH J. W. WATTS PRESIDENT AND MANAGER 


Formal announcement of the 
completed organization and issu- 
ance of a charter to the Watts 
Hardware Co., Inc., San Antonio, 
Tex., wholesale hardware distrib- 
utors, was recently made, culmi- 
nating the efforts of eight former 
employees of the former Peden 
Co. branch in that city. Incor- 
porators were: John W. Watts, 
O. H. Gastring, Otto Gass, E. C. 
Reich, R. V. Matula, J. E. Galm, 
Edward Sweeney and Sam C. 
Swearingen. Mr. Watts is presi- 
dent and manager, while Mr. 
Gass is vice-president and Mr. 
Gastring is secretary and treas- 
urer. The eight incorporators 
constitute the board of directors. 

Merchandise lines handled by 
the new firm continue along the 
same general line as that former- 
ly carried by the former Peden 
Co. branch in San _ Antonio, 
which was succeeded by the 
Watts company. 





Don Williams, for many years 
manager, automotive department, 
Peden Co., is in charge of the 
tire department of the new firm. 
He is thoroughly experienced as 
a tire ‘man and has placed agen- 
cies in most of the important 
communities of southwest Texas. 
Each member of the firm is ac- 
tively engaged in the business, 
five of whom constitute the sales 
force. Mr. Watts, as manager, 
has various duties, chief among 
them being the buying of mer- 
chandise for stock. For 19 years 
he managed the Peden Co., San 
Antonio branch. 

Mr. Gastring as_ secretary- 
treasurer handles credits and col- 
lections, while Mr. Matula is in 
charge of warehouse and _ ship- 
ping activities. Messrs. Gass, 
Reich and Galm are city sales- 
men, while Messrs. Sweeney and 
Swearingen are territorial sales- 
men, 














NORTHUP ADDRESSES 
HARDWARE BOOSTERS 


“The Effect of Manufacturer- 
Jobber-Dealer Co-operation on 
Profits” was the subject of an 
address made by D. W. Northup, 
president, Henry G. Thompson & 
Son Co., New Haven, Conn., be- 
fore the April 29 meeting of The 
Hardware Boosters at the Hard- 
ware Club, 253 Broadway, New 





D. W. NORTHUP 


York City. Mr. Northup, who 
was a founder and first presi- 
dent of the Hack Saw Manufac- 
turers Association, held that a 
sound sales policy is as import- 
ant as quality to the manufac- 
turer in advertising. He advo- 
cated that the same prices should 
prevail to all channels of distrib- | 
utors and retailers, with the only | 
changes in discounts being for 
given quantities. 

He explained the sales policy 
of his organization and told of 
the benefits derived from main- 
taining that policy and from 
openly announcing _ it. Mr. 
Northup pointed out that it is the 
duty of every company, in nor- 
mal times, to make a profit. His | 
thoughts on the subject of sales | 
policies were given in the April 
13 issue of Harpware Ace, on | 
page 45. His address caused a 
lively discussion. 

President John H. Tracy, The 
Rawlplug Co., New York City, con- 
ducted the meeting. Tom Hyde, 
Henry G. Thompson & Son Co., 
who was one of the charter mem- 
bers of the Boosters, attended and 
stated his intention of again ap- 
plying for membership in the 
organization. Floyd Hynes ren- 
dered several solos and led the | 
group singing which was a fea- | 
ture of the meeting. 


W. A. DUPERU JOINS 
PORTLAND CORDAGE CO. 


W. A. Duperu has joined the 
sales department of the Portland 
Cordage Co. of Portland, Ore., 
and Seattle, Wash. He has sold 
rope and twine for the past 25 
years, having been with the Tubbs | 


Ma 


Cordage Co., San Francisco, Cal., 
for 10 years. Fifteen years ago 


| he went to Seattle and estab- 


lished W. A. Duperu & Co., which 
merchandised cordage in the Pa- 


| cific Northwest. 
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| contest by window displays, with 


| formational sales literature and 
| other sales helps furnished by the 


| able from the company showing 
| the display material, dealer helps 


| “Why the New Coleman Instant- 
| Gas Stoves Bring Happy Days to 


| of the company, its dealers or 


MURRAY CO. HOLDS 
ANNUAL SPRING OPENING 


The Murray Co., Honesdale, 
Pa., wholesale and retail hard- 
ware firm held its annual spring 
opening and party April 5, 6 
and 7, with a total attendence 
in excess of 7000. People came 
from a radius of fifty miles to 


see the demonstrations, new 
products and various features. 
Entertainment programs and 


luncheon served by the Murray 
Co. ladies were offered each of 
days. Educational 
events were offered including 
laundry and cooking schools and 
lectures by experts from the 





COLEMAN LAMP & STOVE “HAPPY DAYS” CONTEST 


The Coleman Lamp & Stove 
Co., Wichita, Kan., has an- 
nounced the “Happy Days” Prize 
Contest, for Coleman stove deal- 
ers, their customers and pros- 
pects. Although being promoted 
on a national scale the contest is 
conducted in each dealer’s own 
locality over his own firm name, 
and the winner of each indi- 
vidual contest receives a prize 
awarded jointly by the Coleman 
company and the Coleman stove 
dealer participating. 

Each dealer will announce the 


the use of window banners, hand- 
bills, newspaper advertising, in- 


company. A broadside is avail- 


and giving the rules of the con- 
test. To put on a local contest 
the dealer must have at least two 
Coleman Instant-Gas Stoves in 
stock or on order, and in addi- 
tion purchase one Model No. 911 
stove at the special price of $10 
for prize contest purposes only. 
This is half the net dealer price 
on this stove: the difference rep- 


Pennsylvania State College. R. J. 
Murray, president of the com- 
pany, points out that sales dur- 
ing the days of the party were 
about normal and that a good 
list of prospects was secured. 

The company recently finished 
the distribution of 15,000 copies 
of its annual catalog, showing 
many of the products offered by 
the Murray Co. store in Hones- 
dale as well as stock handled in 
its stores in Owego, N. Y., The 
Travis-Murray Co. and at Tunk- 
hannock, Pa., The Gay-Murray 
Co. 


GILBERT & BENNETT 
MOVE CHICAGO OFFICE 
The Gilbert & Bennett Mfg. 

Co. has moved its Chicago, IIL, 
sales office formerly located in 
Room 946, First National Bank 
Building, to the Blue Island, II1., 


plant, where it has been combined 











resents the Coleman company’s 
share of the expense. 


The dealer offers the No. 9114 the company will share 50-50 with 


stove to the contestant who, in 
the opinion of the judges, writes | 
the best letter on the subject. 


Housewives Everywhere.” The 
dealer may appoint his own local 
judges or send the contest letters 
direct to the Coleman company 
for judging by an impartial com- 
mittee. Anyone is eligible to en- 
ter the contest except employees 





dealers’ clerks and families. Con- | 


with the general offices. 


testants do not have to buy any- 
thing nor sell anything to enter 
the contest. Should the winner 
have purchased a Coleman In- 
stant-Gas Stove during the con- 
test, the full cash purchase price 
of the prize stove will be re- 
funded by the dealer, who will 
keep the prize stove. Or if the 
winner desires to purchase a 
higher-priced model she may do 
so, being allowed credit equal to 
the full retail price of the prize 
stove. 

Seventeen cash prizes are 
offered dealers as follows: $50.00 
to dealer sending in largest num- 
ber of contest letters; $25.00 to 
dealer sending next largest num- 
ber of contest letters, and fifteen 
$5.00 prizes to dealers sending in 
the next largest number of letters 
In the event of ties like prizes 
will be awarded each winner. 

Dealer must in addition to 
displaying the No. 911 stove send 
in a picture of his window dis- 
play, with his name and address 
on back of the picture. Sales 
folders and other contest aids 
must be given out and stove dem- 
onstrations to interested contes- 
tants must be provided. In towns 
where the Coleman company does 
not use syndicated advertising 


the dealer in announcing the con- 
test in the local newspapers. At 
the close of the contest the com- 
pany will send to each contestant 
a special letter congratulating 
her on her efforts and urging her 
not to delay purchasing a Cole- 
man stove at the local dealer’s 
store. 

Windows in connection with 
the contest must be on display 
from May 8 to 27, and all letters 
must be received by the Coleman 





company by June 8, 1933. 


Cc. E. WRIGHT JOINS 
REPUBLIC STEEL CORP. 


C. E. Wright, markets and 
news editor of The Iron Age, has 
resigned to become connected 
with the Republic Steel Corp., in 
its New York Office. Associated 


with the Iron Age Publishing Co. 
and for the past 16 years with 
The Iron Age, Mr. Wright has 
special attention to the 


given 





C. E. WRIGHT 


commercial side of the iron and 
steel industry, winning recogni- 
tion as a national authority on 
market practices. Acting under 
a commission from the Institute 
of Scrap Iron and Steel, he made 
the first national survey of iron 
and steel scrap consumption. 
Mr. Wright engaged in repor- 
torial work on daily newspapers 
at Detroit, Mich., Toledo, Ohio, 
Chicago, Ill., and Minneapolis, 
Minn., later becoming associated 
with the Iron Age Publishing Co. 
as western editor of HARDWARE 
Ace at Chicago. He was subse- 
quently transferred to the main 
office of Harpware Ace in New 
York, and in 1917 joined the edi- 
torial staff of The Iron Age. In 
April, 1930, he was placed in 
charge of the markets and news 
departments of that publication. 


SEATTLE POT & KETTLE 
HAS GET-TOGETHER 


The April 26 meeting of the 
Seattle Pot & Kettle Club, held 
at the Frederick & Nelson Tea 
Room, was in the form of a get- 
together, with wives of the mem- 
bers as guests. The weekly 
style show of Frederick & Nelson. 
sponsored by Bill Kenner, was a 
feature of the meeting, there be- 
ing no business transacted. 

President A. J. Martin, china 
buyer, MacDougall’s, welcomed 
the guests. 
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& SHARPE MFG. 


BROWN 
co. 100 YEARS OLD 


The Brown & Sharpe Mfg. Co., 
Providence, R. L., is celebrating 
this year its one-hundredth an- 
niversary. Started as a small 
watch and clock business con- 
ducted by David Brown and his 
son Joseph R. Brown, the busi- 
ness branched out in 1850 in 
pioneer work to raise the stand- 
ards of accuracy in machine 
shop operations. Lucian Sharpe 
who served as an apprentice un- 
der Joseph R. Brown became his 
partner in 1853. In 1866 Samuel 
Darling, Bangor, Me., who had 
commenced the manufacture of 
steel rules soon after Mr. Brown, 
formed a_ partnership with 
Messrs. Brown and Sharpe and 
in 1868 moved his plant to Provi- 
dence. Mr. Darling’s interest 
was bought out in 1892, and the 
entire business was soon after 
conducted under the name of 
Brown & Sharpe Mfg. Co. 

The business has grown from 
its small beginnings in Provi- 
dence, until there are now 
branch offices and agencies in 
leading manufacturing centers 
throughout the world. 


J. M. GONZALEZ NOW A 
MANUFACTURERS’ AGENT 


Juan Morrina Gonzalez, P. O. 
Box 573, Havana, Cuba, is now a 
manufacturers’ representative and 
is interested in hearing from 
American hardware manufactur- 
ers wishing representation in 
Cuba. For seventeen years he 
was connected with another man- 
ufacturers’ agent, representing 
and selling hardware from Amer- 
ican manufacturers. Mr. Gon- 
zalez is well known to Cuban 
importers of hardware. Among 
the references he offers are: Al- 
bert F. Nufer, Commercial At- 
taché, United States Consulate 
General, 7 Pi y Margall Street, 
Havana; the National City Bank 
of New York, Presidente Zayas 
and Compostela Streets, Havana, 
and American Manufacturers’ 
Foreign Credit Insurance Ex- 
change, 381 Fourth Avenue, New 
York City. 


BOSTON POT & KETTLE 
HEARS STATISTICIAN 


“Why United States Went Off 
the Gold Standard” was the sub- 
ject of an address made by N. E. 
Peterson, Statistician, First Na- 
tional Bank, Boston, Mass., be- 
fore the April 25 meeting of the 
Boston Pot & Kettle Club, at the 
Hotel Touraine, Boston. Albert 
Porcelain, president of the club, 
presided at the meeting. A dis- 
cussion was held regarding ap- 
proaching the hotels and gasoline 
companies for a reduction in 
rates to members of the club. The 
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club decided that it could not | ing products will be 


profitably put on a Housefurn- 
ishing Show in Boston, due to the 
nearness of the New York show 
and the newness of the club. 


AUTOMATIC WASHER CO. 
NAMES DISTRIBUTOR 


Oklahoma City and Hunting- 
ton, W. Va., have been added as 
distribution points of the house- 
hold washers and ironers pro- 
duced by the Automatic Washer 
Company, Newton, Iowa, accord- 
ing to announcement by Presi- 
dent W. Neal Gallagher. The 
Richards & Conover Hardware 
Company has been appointed to 
represent the company in Okla- 
homa and the Texas Panhandle, 
and the Air-Ola Radio Company, 
of Huntington, W. Va., in that 
section. 


DRESCHER SALES HEAD 
FOR DETROIT GRAPHITE 


Lawrence Phillips, president, 
Detroit Graphite Co., Detroit, 
Mich., announced the resignation 
of E. C. Roberts as sales man- 


ager. Norman W. Drescher who, 





N. W. DRESCHER 


in addition to his duties as vice- | 





president in charge of sales of | 
Valentine & Co., has held a simi- | 
lar position in Detroit Graphite | 


Co., will now assume active direc- 
tion of all Detroit Graphite sales 
activities. 


G.E. AIR CONDITIONING 
DEPT. HAS NEW PLANS 


A new salesman franchise and 
a deferred-payment plan for 
summer were announced at the 
first sales managers’ conference 
of the Air Conditioning Depart- 
ment of the General Electric Co., 
Schenectady, N. Y., held re- 
cently at the Electrical Institute, 
New York City. Each dealer will 
divide his territory into divisions, 
with one salesman in absolute 
charge of each section. 

Under the other plan the oil 
furnace and other air condition- 





sold and 
installed now with one down pay- 
ment, and no further payments 
until autumn. 

Eighty key men representing 
all cities now having dealers for 
the G. E. oil furnace and air 
conditioning equipment attended 
the conference which was in 
general charge of E. J. Opal, 
manager of the merchandising 
division. All speakers including, 
J. J. Donovan, manager, stressed 
the importance of air condition- 
ing. Humorous skits depicted the 
wrong and right ways to sell 
and service the products. 





JOSEPH WOODWELL CO. 
89TH ANNIVERSARY 


Joseph Woodwell Co., Pitts- 
burgh, Pa., recently celebrated 
its eighty-ninth birthday. When 
first established most of the 
hardware came from foreign 
countries. The company in ad- 
dition to standard hardware 
then handled veneers, tropical 
woods, curled hair in rope form, 
hair cloth, etc. 

The business still in its orig- 
inal location is being directed 
by William E. Woodwell, grand- 
son of the founder. J. K. Wood- 
well, great-grandson of the 
founder, is vice-president. Many 
firms on the seaboard which 
made purchases from the Wood- 
well company eighty years ago 
still place orders with the com- 





pany. 





| 
| 

Robert G. Hess, eastern sales | 
manager, The Washburn Co., 
Worcester, Mass., appointed as 
manager of The Wire Goods 
Company Division, as announced 
on page 44, April 27 issue of 
Harpware AGE. 


SATTERTHWAITE, 
DISSTON MANAGER, 
RESIGNED 


George Satterthwaite, vice- 
president and general manager, 
Henry Disston & Sons, Inc., 
Philadelphia, Pa., saw and tool 





manufacturers, recently resigned. 


ELECTRICAL EXHIBIT AT 
CHICAGO WORLD’S FAIR 

“Electricity at Work,” the ex- 
hibit of the electric light and 
power industry at the Chicago 
World’s Fair shows how elec- 
tricity is produced, transmitted 
over the countryside, and con- 
verted to human needs. The ex- 
hibit is such that neither techni- 
cal knowledge nor statistics are 
needed to grasp the story. Ele- 
ments of the exhibit were re- 
moved from the workrooms to the 
Fair grounds this month. 

Occupying 8000 ft. of floor 
space the exhibit will feature a 
diorama, 90 ft. long, portraying 
in miniature a complete projec- 
tion of electric power from moun- 
tainside to populous cities. Model 
farms, stores, etc., will show efh- 
cient methods of electrical illu- 
mination. In addition there will 
be many full-sized rooms and 
workshops equipped with electri- 
cal appliances and lighting ef- 
fects. 


B. F. STAUFFER NOW 
MILLER MANAGER 


Burt F. Stauffer has been ap- 
pointed general managér of the 
Miller Rubber Products Co., Inc., 
division of the B. F. Goodrich 
Co., Akron, Ohio, succeeding R. 
T. Griffiths, who has been as- 
signed to other duties. Mr. 
Stauffer was for eight years as- 
sistant general superintendent of 
the Goodrich mechanical division 
and started with the Goodrich or- 
ganization forty years ago. 

WILL DIRECT SMITH & 

EGGE CHICAGO SALES 

H. C. Stewart will assume 
charge on June 1 of the Chicago 
office, representing the Smith & 


| Egge Division of Turner & Sey- 


mour Mfg. Co. Mr. Stewart, who 


| makes his headquarters at 40 S. 
| Clinton St., Chicago, Ill., was for 
| many years a salesman for H. H. 


Munger, selling the Smith & 

Egge line. 

POSTPONE TRIPLE MILL 
SUPPLY CONVENTION 


George A. Fernley, secretary- 
treasurer, The National Supply & 
Machinery Distributors’ Associa- 
tion, 505 Arch St., Philadelphia, 
Pa., has announced that the triple 
convention of the Southern, Amer- 
ican and National Supply & Ma- 
chinery Distributors’ Associations 
originally scheduled for May 9, 
10 and 11 at the Brown Hotel, 
Louisville, Ky., has been post- 
poned until next fall. Mr. Fern- 
ley announces that although plans 
are somewhat indefinite at the 
present time it is hoped that a 
triple convention will be held. 
The date and convention city 
have not as yet been determined. 
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GEO. KRAUSE HARDWARE 
IS 100 YEARS OLD 


The George Krause Hardware 
Co., Lebanon, Pa., celebrated on 
April 1 its one hundredth anni- 
versary. ‘The original business 
was founded in 1833 by John D. 
Krause who with his brother, 
Joshua, purchased a small gen- 
eral stock. Since that time four 





generations of the Krause family | 
have been active in the business, | 


which has changed its name and 
locations several times. A _ spe- 
cial issue of the Lebanon Daily 
News told the history of the com- 


pany ard of the various firms | 


which operated the business as 
well as the story of individual 
firms which were formed from 
part of the original organiza- 
tion. 

George D. Krause, president, 
George Krause Hardware Co., 
entered the business in 1879, 
after having studied law. He 
has always been active in civic 
and fraternal affairs and was for 
twenty-six years treasurer of the 
Pennsylvania Wholesale Hard- 
ware & Supply Association, and 
was for many years active in the 
Hardware Club, New York City. 
His son, Maxwell Krause, is vice- 
president and general manager 
of the company. Maxwell Krause 
entered the business in 1910 and 


in 1915 opened the housekeep- | 


ing department. In 1916 he be- 
came secretary, which office he 
retained until his election as 
vice-president in 1924, He be- 
came general manager in 1929. 

Frank Emerich Krause, secre- 
tary and treasurer, is a brother 
of the president. In addition to 
his business activities he served 
as city clerk for two years, as 
well as clerk to the city’s Select 
Council, under a form of govern- 
ment formerly used in Lebanon. 
In addition he has been a mem- 
ber of the board of Lebanon 
County Commissioners and vice- 
president of the Pennsylvania 
Association of County Commis- 
sioners. 


LUCAS COUNTY GROUP 
HAS LADIES’ NIGHT 


Sixty members and guests of 
the Lucas County Retail Hard- 
ware Club attended the annual 
banquet and ladies’ night at the 
Women’s Bldg., Toledo, Ohio, 
held April 26. R. A. Chandler, 
newly elected president, pre- 
sided over the meeting. The 
committee in charge of the ban- 
quet was: Mrs. A. D. Hawley, 
William Greiner and William 
Reddish. 

Mr. Chandler and G. R. Hoff- 
man gave reports on the recent 
meeting of the directors of the 
Ohio Hardware Association. Be- 
cause of current business con- 


AS 








ditions a resolution abolishing 

dues for the year 1933 was 

adopted. 

GALLAGER REPRESENTS 

CHAMBERS CORPORATION 
Charles F. Gallager, 110 New- 

bury Street, Hartford, Conn., has 


taken the factory representation 
for the entire New England terri- 





Cc. F. GALLAGER 


tory for the Chambers Corp., 
Shelbyville, Ind., makers of the 
Chambers Fireless Gas Range. In 
addition he represents the Great 
States Corp., Shelbyville, Ind., 
and Turbine Pump Corp., Rich- 
mond, Ind., in New England. 


CHARLES B. SHAEFFER 
BACK FROM VACATION 


Charles B. Shaeffer, president, 


| Bunting Hardware Co., Kansas 





City, with his wife and two 
children, Richard 9 and Anne 4, 





Cc. B. SHAEFFER 


have returned from  Pass-A- 
Grille, Fla., where they spent a 
30 days’ vacation. 

Mr. Shaeffer fished for king- 
fish, red snapper and amber- 
jack. As a side line he went 
in for shark fishing. These he 
fished for at night using about 
3-pound mullet for bait. 





SALES SERVICE BRINGS 
MANUFACTURERS AND 
AGENTS TOGETHER 


Walter A. Allen and John M. 
Sweeney have formed the Fed- 
erated Sales Service with offices 
at 537 Commonwealth Ave., Bos- 
ton, Mass., for the purpose of 
acting in a liaison capacity be- 
tween the manufacturer and 
manufacturers’ representative. In 
the April 27 issue of HARDWARE 
Ace it was incorrectly stated 
the the organization was formed 
to provide a highly specialized 
service as manufacturers’ repre- 
sentatives. 








WHARTON TO HEAD REMINGTON CUTLERY SALES 


Effective May 1, T. E. Whar- 
ton became sales manager of 
the Cutlery Division, Reming- 
ton Arms Co., Inc., Bridgeport, 
Conn., succeeding the late W. 
G. Shelton. Mr. Wharton has 
been prominently identified with 
cutlery practically all of his 
business life. He was Reming- 
ton’s first cutlery salesman and 
his activities have been varied 
and extensive covering the re- 
tail and wholesale trade first as 
cutlery salesman and later as a 


| division salesman in one of the 
| company’s largest cutlery sales 





districts. 

Prior to his affiliation with 
Remington he was associated 
for a number of years with a 


prominent cutlery manufacturer . 


covering the retail trade over a 
large territory in the southeast, 
before which he was associated 
with one of the larger southern 
wholesale distributors. Mr. 
Wharton is eminently qualified 
for this important position be- 
cause of his keen appreciation 
of the many problems of the 
wholesale and retail trade 
coupled with his outstanding 
ability in merchandising cutlery. 


NIES HEADS MICHIGAN 
ASSN. LOCAL GROUP 


Ray E. Nies, Nies Hardware 
Co., Holland, Mich., was recently 
elected chairman of the local 
district of the Michigan Retail 
Hardware Association at a meet- 
ing held in the Warm Friend 
Tavern, Holland, Mich. Simon 
G. Verburg, Verburg Hardware 
Co., former chairman of the 
group, became vice chairman. G. 
W. Sully, Merchants’ Service 
Bureau, National Cash Register 
Co., and H. W. Bervig, Lansing, 
Mich., secretary of the Michigan 
association, addressed the meet- 
ing. Motion pictures showing 
modern display methods were 
exhibited. 


MISSISSIPPI CONVENTION 
MEETS JUNE 5-7 


W. H. Fincher, president, Mis- 
sissippi Retail Hardware & Im- 
plement Association, has an- 
nounced that this year’s conven- 
tion originally set for June 12, 13 
and 14 at the Robert E. Lee Ho- 
tel, Jackson, Miss., has been 
changed to June 5, 6 and 7. The 
change was made because of con- 
flict with the N. R. H. A. Con- 
gress which starts June 12. Fur- 
ther details are available from 
Guy Nason, Starkville, Miss., sec- 
retary-treasurer of the Mississippi 
association. 








T. E. WHARTON 





NORTON, BEHR-MANNING 
NEW DISTRICT 
QUARTERS 


The Metropolitan New York 
offices of Behr-Manning Corp., 
Troy, N. Y., Norton Co., Wor- 
cester, Mass., and Norton Pike 
Co., Pike, N. H., are now lo- 
cated in the World-Telegram 
Bldg., 125 Barclay St., New 
York City. G. B. Voorhees is 
Behr-Manning’s New York dis- 


trict manager. 





H. A. HALL IS FERRY 
ASST. SALES MANAGER 


H. D. North, president, The 
Ferry Cap & Set Screw Co., Cleve- 
land, Ohio, has announced the 
appointment of H. Allen Hall as 
assistant sales manager. Mr. Hall 
is well known to the hardware 
and mill supply trade, having 
been with the Ferry organization 
for the past fifteen years, calling 
on wholesalers throughout the 
East and Middle West. Previous 
to joining The Ferry Cap & Set 
Screw Co. Mr. Hall was member- 
ship secretary at the Y. M. C. A. 
in Cleveland, after which he was 
assistant secretary of the Cleve- 
land Builders’ Exchange. During 
the war he assisted in organizing, 
and was one of the secretaries to 
all the war activities in Cleveland, 
coming in contact with Mr. North, 
who was then very active as Food 
Conservator for Cleveland and 
Cuyahoga County. 





GATTSHALL RESIGNS AS 
JOINT MERCHANDISING 
COMMITTEE MANAGER 


R. M. Gattshall has resigned as 
executive manager of the Joint 
Merchandising Committee of the 
Mill Supply Business. William 
E. Cain, who succeeded Mr. 
Gatshall as executive secretary 
of the association, has headquar- 
ters in the American Bank Build- 
ing, Pittsburgh, Pa. 
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TO SELL 





—— 





EMEMBER, your profit 
comes whén you sell 
the hose you buy. 


And selling any hose, at 
least in any profitable vol- | 
ume, depends on the public 
acceptance for that hose. 








Therefore, we say Goodyear 





Sell An Extra Length for Home 
Fire Protection | 


Cotton Cord Carcass In All garden hose is complete — 
aia teen | includes a quality choice to 


fit every need and purse: 


Goodyear Emerald Cord, the 
finest hose ever built; the 
new Goodyear Supertwist 
| Cord, moderately priced, 
J unusually light, strong, 

















Lawn and Garden Hose. 


Because Goodyear not only has the rep- 
utation of making the finest, but has the 
public acceptance and preference which 
helps you sell, sell quickly, and sell in 
profitable volume. 


The Goodyear quality line of lawn and 


THE GREATEST NAME 


maw £2, 2932 


ideal for women and chil- 
dren to handle; Goodyear Wing foot, Glide 
and Pathfinder. 


Is your stock of Goodyear quality hose 
ample and complete for the new sea- 
son’s demand? Your order can be filled 
immediately. 


WHEN YOU BUY HOSE 
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MISS THOMPSON SECTY. 
NORTH DAKOTA ASSN, 
Miss Louise J. Thompson, for- 

merly assistant to 

Charles N. Barnes, North Dakota 

Retail Hardware Association, is 

now secretary of the association 





LOUISE J. THOMPSON 


and will continue headquarters at 
Grand Forks, N. D., with offices 
at No. 6 New Vold Building. For 
seven and a half years Miss 
Thompson assisted Mr. Barnes. 
In addition to headquarters work, 
she has attended several of the 
annual congresses of the NRHA 
as well as workers’ conferences 
at Indianapolis, Ind. 

Mr. Barnes was elected secre- 
tary of the North Dakota associ- 
ation when it was formed in Sep- 
tember, 1897, and filled the office 
continuously until the recent 
change. For several years Mr. 
Barnes has been in poor health, 
which necessitated his 
tion. 


resigna- 


WALLACE HUTCHEON 
LEAVES BUTLER BROS. 


Following an_ affiliation of 
12 years, Wallace Hutcheon has 
severed his connection with the 
New York City office of Butler 
Bros. During that period he had 
charge of hardware, wooden- 
ware, electrical appliances and 
supplies, radio and tinware lines 
which he bought and merchan- 
dised. Prior to that connection 
he was with W. L. Blumberg 
Co., New York City, for two 
years, part of which time he 
was on the road as a salesman. 
Mr. Hutcheon has announced no 
plans for the immediate future 
other than his intention to seek 
a new business connection in the 
Metropolitan area. His home ad- 


dress is 3 Third Street, Garden | 


City Park, Long Island. 


KAISER REPRESENTS 

THE PAINE COMPANY 

Frank H. Kaiser, 510 Pruden- 
tial Building, Buffalo, N. Y., has 
been appointed western New 
York State sales representative 
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Secretary | 


| 


for The Paine Co., Chicago, 
| Ill., manufacturers of electrical, 
plumbing and hardware special- 
ties. 


RICHARD MURPHY NOW 
WITH VLCHEK TOOL CO. 


Richard Murphy, formerly with 


| the Fairmount Tool Co., Cleve- 


land, Ohio, and Peck, Stow & 
Wilcox Co., Southington, Conn., 


| has joined the sales organization 


| ufacturers of the U. S. 
|is being held at the 


of the Vichek Tool Co., covering 
Ohio, Michigan, Indiana and 


Kentucky, | 
300 EXHIBITORS AT 
CHICAGO TOY FAIR 


More than three hundred ex- 
hibitors are participating in the 
Chicago Toy Fair, which opened 
May 1 and closes May 13. The 
fair, sponsored by the Toy Man- 
A., Inc., 


Stevens 


| Hotel, Palmer House and Morri- 





son Hotel. With price rises an- 
ticipated in general commodi- 
ties, merchandise men for the 
first time in months are more 
active in buying. It is estimated 
that more than 600 buyers at- 
tended the showing during the 
first week. The annual banquet, 
in connection with the fair, 
was held the evening of May 6. 
William Hayhurst, buyer, 
Fair Store, Chicago, was elected 
president of the American Toy 
Buyers Association while John 
P. Naegle, Namm Store, Brook- 
lyn, N. Y., was named treas- 
urer. Myrtle Milford, Wm. Tay- 
lor Sons Co., Cleveland, Ohio, 
was elected secretary. 
WARE IS DISTRICT SALES 
MANAGER FOR FADA 


Percy S. Ware, well known in 


| eastern radio circles, has joined 





| 
| 


| 


the staff of Fada Radio & Elec- 





BRIEF NEWS ITEMS OF THE HARDWARE TRADE 


Ulster Supply has opened a 
hardware store at 556 Broadway, 
Kingston, N. Y. 

Fire which swept through the 
heart of the business section of 
Keysville, Va., badly damaged the 
building and stock of Hammer 
Bros. Hardware Store. 





Timm’s Hardware Store, At- 
tica, N. Y., has been moved from 
the Turrell Building, Market 
Street, to the Krauss store on 
Market Street, near Main Street. 

Leo Spilles has purchased a 
half interest in the Kohlhaas 
Hardware Co., Algona, Iowa. He 
formerly traveled for Luthe Hard- 
ware Co., with headquarters in 
Algona. 

The Independent Plumbing & 
Heating Supply Co., 1119 Chest- 











ed a liquidation sale. 


Jacksonville, 
opened a hardware store adjoin- 


Florida Ave. 





tric Corp., Long Island City, | 
N. Y., as eastern divisional sales 
manager. He succeeds the late 
T. Norman Mason. 


W. C. WHITE ALUMINUM 
COOKING UTENSIL PRES. 


OHIO HARDWARE STORE 
DISPLAYS MECHANICAL 
MAN 


The Rheinisch Hardware Co., 


| Sidney, Ohio, is a wholesaler and 


| distributor of sheet metal in ad- 
| dition to its hardware business. 


At a meeting of the board of | Harold K. Miller is a radio serv- 


directors of the Aluminum Cook- | 


ing Utensil Co., New Kensington, | 
Pa., held April 20, W. C. White | 








W. C. WHITE 


was made a director and was 
elected president of the company, 
as of May 1. 

Mr. White joined the Alumi- 
num Co. of America, Pittsburgh, 
Pa., as advertising manager in 
December, 1928. In addition to 
his duties in charge of advertis- | 
ing he was appointed assistant to | 
the president of the Aluminum 
Cooking Utensil Co. in May, | 
1931. On Oct. 1 of the same 
year he was made general man- 
ager of the Aluminum Cooking 
Utensil Co., which position he 
has held until the present ap- 
pointment. He continues as ad- 
vertising manager for the Alumi- 
num Co. of America. 








nut Street, St. Louis, Mo., has 
installed a hardware department 
in the store, which has been re- | 
modeled. 


Owenhouse Hardware Co., | 
Bozeman, Mont., has enlarged its 
store and added new lines, in- 
cluding sporting goods, auto ac- 
cessories, electrical supplies, 
kitchenware, etc. 

Recently J. A. Sullivan Co., 
Inc., hardware dealers, 3 Main 
Street, Northampton, Mass., start- 
The busi- 
ness was established in 1876 by 
the late John A. Sullivan. 

The Union Furniture Co., 
Fla, recently 


ing its furniture store at 702 


F. M. Williams is 





manager of the hardware store. | 


ice man who has his headquar- 
ters at the store. Seeing his 
opportunity to put his knowledge 
of mechanics and electricity to 
good use, he learned enough 


HAROLD R. MILLER 
AND HIS MECHANICAL MAN 


about sheet metal work from the 
tinner to construct the body of 
the mechanical man_ pictured 
here. 

The man will rise from the 
chair, stand a few seconds and 
sit down. He is entirely auto- 
matic and is hydraulically con- 
trolled. A compressor and tank 
are housed in the chair, a loud 
speaker and microphone are in- 
stalled in the head and connected 


| with a concealed position where 


Mr. Miller can hear what is be- 
ing said around the man. In 
that way it appears that he can 
hear, understand and answer 
questions. 

Crowds on the sidewalk in 
front of the store have been so 
great as to cause a necessary 
detour. A really worthy piece 
of inventiveness, this mechanical 
man has been a great advertise- 
ment for the sheet metal depart- 
ment of the Rheinisch Hard- 
ware Co. 


MR. AND MRS. FOSS 
RETURN FROM FLORIDA 


D. J. Foss, general manager, 
The Wooster Brush Co., Woos- 
ter, Ohio, and Mrs. Foss, have 
just returned from Miami, Fila., 
where Mr. Foss fully recovered 
from a major operation he un- 
derwent some weeks ago. 
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It's a brand-new story... this speed- 
story of Waxoff...and we're telling it 
to American women in a brand new 
way. Consider this: 


To be able to “tell the world” that 
wax and polish can be removed from 
floors jiffy-quick, without hurting the 
hands and without danger of explo- 
sion, is “front page news” itself. To be 
able to top that off with the fact that 
each carton of this new magic costs 
only 10c (and that it contains enough 
for an average floor) is just like 


MADE BY THE MAKERS OF DOUBLE X AND SAVABRUSH 
MAY 11, 1933 


ON the map and OFF your shelves 


adding a dash of whipped cream to 
a Jumbo Ice Cream Soda! 

In short... national advertising is 
putting Waxoff on the map and mov- 
ing it off your shelves. Packed in a 
smart-looking self-seller...twelve 
tricky 10c cartons to the container... 
and a peach of a margin in the bar- 
gain. Ask your jobber today! ~ 

Made by Schalk Chemical Co., 357 
East Second Street, Los Angeles. 
Eastern Branch: 3932 South 
Lincoln Street, Chicago, Ill. A 10c carton 
whisks the wax 
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ADAM DECKER HARD- 
WARE CO. IS 75 
YEARS OLD 


The Adam Decker Hardware | 


Co., St. Paul, Minn., is celebrat- | 


ing this year its seventy-fifth an- 
niversary. The original location 
is but two blocks from the pres- 
ent quarters. Adam Decker, 
founder of the company, bought 
the present site in 1866. The firm 
of Adam Decker & Co. 


died in 1895. 
ent firm was incorporated. 

George Hanzalik, president of 
the company, is now rounding 
out his first year in that capacity. 
Edward L. Decker, vice-president 
of the firm, is a son of 
founder. 
tary, has held that position for 
two years. Joseph J. Moshofsky, 
general buyer, has been in the 
Decker employ for thirty-three 
years. 


LARGEST HAND SAW 
SIGN IN THE WORLD 


Residents of Milford, Del., and 
visitors to the town are attracted 
by the imposing hand-saw sign 
which extends from the corner of 
the building, which houses the 





hardware store of J. H. Humes 
& Son. This saw is 13 ft. 8 in. 
long (probably the largest hand 
saw in the world) and is made of 
wood. The blade is aluminum 
painted, while the handle is of 
mahogany color. The product of 
a home workshop, it is a splendid 
imitation, and symmetrically it is 
a close rival of the Disston D-8 
hand saw from which it was pat- 
terned. It weighs 150 lb. 
Recently it was repainted and 
exhibited at a “Better Homes 


Show,” where it attracted a great 


In 1905 the pres- | 


the | 


Albert A. Bill, secre- | 


was | 
formed in 1890, and the founder | 
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| 
JOHN A. CURNOW 


| Cal., president, California Retail 
Hardware & Implement Associa- 
tion, died April 24, following an 
| illness of several months. A na- 
tive of England he went to Cali- 





| 








deal of attention. 








JOHN A. CURNOW 


fornia as a child, where he 
started his career as a_black- 
smith’s helper. Later he entered 
the retail hardware business as a 
retail store sales clerk. In 1916 
he became manager of Alpha 
Hardware & Supply Co., Grass 
Valley, Cal. He was serving his 
second term as president of the 
association. In addition he was 
active in fraternal organizations. 


FRANK M. FARBER 


Frank M. Farber, 61, president 
and secretary, Marshalltown Mfg. 


Co., Marshalltown, Iowa, died 
April 27 in that town following 
an illness of five days. He went 


to Marshalltown in 1917 as secre- 
tary and manager of the former 
Bogardus-Nelson Co., manufac- 
turers of steam gages. When that 
concern consolidated with the 
Lennos Throatless Shear Co. in 
1918 he became secretary and 
manager. When J. C. Williams 
died Mr. Farber succeeded him 
as president. 

Mrs. Farber, two brothers and 
a sister survive. 





WALTER A. PAGE 


Walter A. Page, Independence, 
Mo., hardware dealer, died April 
29, at the age of 60, in the In- 
dependence Sanatorium. He had 
been in Independence since 1913, 
having been a partner of the late 
W. G. Bronson for the past 18 
years. The business operated as 
Bronson & Page. 





JOSEPH C. MELLOR 


Joseph Curtis Mellor, president, 
C. A. Willey Co., Long Island 
City, N. Y., manufacturers of au- 


John A. Curnow, Grass Valley, 


| came works manager in 1911, 


tomobile paints and varnishes, 
died April 21 at his home in 
Great Neck, N. Y., at the age of 
forty-seven. He had been presi- 
dent of the Willey company for 
the past ten years. 








H. L. KING 


H. L. King, 59, vice-president 
and works manager, The Peters 
Cartridge Co., Kings Mills, Ohio, 
died April 1. He joined the 
Peters company in 1895 and be- 


later assuming the office of vice- 
president and office manager. He 
had also been for several years 
a director of The Peters Cartridge 
Co., King Powder Co. and Love- 
land National Bank. 





RICHARD J. FINDLAN 
Richard J. Findlan, 61, secre- 


tary and treasurer, Aluminum 
Goods Mfg. Co., Manitowoc, 
Wis., died April 22. At an early 
age he went to work in the steel 
mills in Pittsburgh, Pa. Later 
he joined the staff of the Alumi- 
num Co. of America, with which 
company he remained for 25 
years. In 1914, when this com- 
pany became interested in the 
Manitowoc company, he was 
transferred there as a staff execu- 
tive. 





HARRY B. HUGGETT 


Harry B. Huggett, 70, vice- 
president, Wattles Hardware Co., 
Battle Creek, Mich., died re- 
cently. 





J. E. HARRIS 


J. E. Harris, 72, president, J. 
E. Harris Co., Wooster, Ohio, 
paint and varnish manufacturer, 
died April 24 while seated at his 
desk in the company’s office. He 
had engaged in the paint indus- 
try for most of his business 
career. 


GIBSON W. WILSON 
Gibson W. Wilson, 77, for 33 
years a hardware merchant in 
Middletown, Conn., died recently 
at his home in that town. 








MATTHEW J. KONOLD 


Matthew J. Konold, 57, one of 
the founders of the Warren Tool 
& Forge Co., Warren, Ohio, died 
April 20 at his home in Detroit, 
Mich. Mrs. Konold, a daughter, 
a son and three brothers, William 
F., John and Edwin, survive. 





HARRY FROELICH 


Harry Froelich, 51, Great 
Neck, N. Y., operator of Leslie’s 





Hardware Store in that town, 





died April 24. | 








W. GLENN SHELTON 


After a lingering illness of sev- 
eral months W. Glenn Shelton, 
48, sales manager, Cutlery Divi- 
sion, Remington Arms _ Co., 
Bridgeport, Conn., died April 17 





W. G. SHELTON 


at his home in that city. He 
joined the Remington Arms Co. 
in 1920. Mr. Shelton, who had 
a thorough knowledge of the cut- 
lery business, was well known to 
the wholesale hardware trade 
and attended many important 
hardware conventions. 

Prior to his association with 
the Remington Arms Co., he rep- 
resented the Wyeth Hardware 
Co., St. Joseph, Mo., in the state 
of Texas for a number of years. 
Later he was sales manager in 
the Wyeth home office. 





JAMES E. BURNETT 


James Edgar Burnett, 62, Madi- 
son, N. J., hardware dealer, died 
recently at the age of 62. He 
founded his business in 1897 and 
about two years ago incorporated 
as James E. Burnett & Sons, Inc. 





NORMAN F. THOMPSON 


* Norman F. Thompson, 49, 
president, Gilbert Clock Co., 
New Haven, Conn., died re- 
cently in a hospital in that city. 
He had been under treatment 
for several weeks. 





MASON T. ADAMS 


Mason Tyler Adams, 58, vice- 
president and general manager, 
Seth Thomas Clock Co., Thomas- 
ton, Conn., died May 2 after a 
long illness. 


ROBERT G. KNEALE 


Robert G. Kneale, 68, secre- 
tary and treasurer, Pontiac Var- 
nish Co., Pontiac, Mich., died 
April 29 at his home in that 
city. He had associated with C. 
H. Hutchins in the varnish busi- 
ness for the past forty years, 
which they operated as Pontiac 
Varnish Co., since 1902. 
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There’s no telling how long Methu- 
selah might have lived if he had had 
his appendix, teeth and tonsils out, 
used the right brand of tooth paste and 
smoked those coughless cigarettes. 





“Where'd you get the black eye?” 

“T kissed the bride.” 

“But I thought that was customary.” 

“Well—not two months after the 
ceremony, it isn’t.” 





Supt.: “Did you hear about Pete? 
He drank some sulphuric acid by mis- 
take.” 

Workman: “Hurt him?” 

Supt.: “No. He said the only things 
he noticed was that he made holes in 
his handkerchief every time’ he blew 
his nose.” 





“Sir, I came to ask if you could raise 
my salary.” 

Boss: “This isn’t pay day.” 

“T know that, but I thought I’d speak 
about it today.” 

Boss: “Go back to work and don’t 
worry. I’ve managed to raise it every 
week so far, haven’t I?” 





Farm Drudge (receiving week’s no- 
tice) : “Ain’t I done all the heavy work 
here, the fencing, and plowing, and 
milking, and looked after the chickens, 
and the pigs, done your cooking and 
washing? Haven't I earned my 
money?” 

Farmer: “Tain’t that. Yer see, I’m 
going ter get married next week.” 





Most fathers think that every young 
fellow who comes around the house is 
trying to marry his daughter; most 
mothers are afraid he isn’t.—Life. 





Storekeeper: “Shall I draw the 
chicken for you, madam?” 

Young Bride: “No, thank you, your 
description is quite sufficient.” 
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“Mother, mother,” wailed the farm- 
er’s little daughter, “do you know what 
Jimmy has done?” 


“No. For heaven’s sake, what has 
he done now?” 

“Oh, dear, the summer boarders are 
coming tomorrow, and he’s been down 
to the pond and caught the pickerel.” 





X-ACTLY 


X in the Roman notation is ten; 

X is the mark of illiterate men; 

X means a_ crossing, as drivers 
should note; 

X in a circle may count as a vote; 

X is a quantity wholly unknown; 

X is a ruler removed from _ his 
throne; 

X may be xenon, a curious gas; 

X is a ray of a similar class; 

X-mas is Christmas, a season of 
bliss; 

X in a letter is good for one kiss; 

X is for Xerxes, that monarch re- 
nowned ; 

X is the place where the body was 
found. 





The preacher had just finished a 
sermon on the duties of wives to mother 
their husbands. 

“I want every woman who will go 
home and mother her husband to stand 
up,” he cried. 

A little woman, who was known to be 
a trifle deaf, leaped to her feet. 

“Ah,” cried the preacher, “there is 
one woman who will mother her hus- 
band.” 

“Mother him?” cried the woman, sit- 
ting down again, “I thought you said 
‘smother him.’ ” 





Here lies a man who saved his all 

For days when the rain and snow 
should fall; 

He knew no 
game— 

And died before the blizzard came. 


pleasure, shared no 





WOOSTER’S 
Big Special 


Look at this! A real 75c value 


for only 49c 


(!) Genuine WOOSTER 40° 
Foss-Set BRUSH Price 


(1) Pair Genuine LATEX 35° 
Rubber Gloves Price 


Total Value 75° 


Both “19 | 
S| 






This COMBINATION 


Is A “Natural” / 


A Wooster Brush for smooth, beautiful paint- 
ing—rubber gloves to prevent soiling of 
hands. 

Imagine the novel, double barreled sales 


appeal. |. The most popular selling brush 
of its kind—a regular 40c Wooster—with 
Foss-Set bristles that can't come out—made 
especially for all-purpose painting. 2. The 
newest and finest rubber gloves on the mar- 
ket. Regular 35c seller. Genuine Latex— 
silky-smooth, very durable—practically tear- 
proof. Packed in a neat cellophane window 
display box, featuring this special 75¢ value 
—both for 49c. 

Here is an offer that simply makes people 
buy. And there is a splendid profit margin 
for you. 


ASK YOUR JOBBER 


or write THE WOOSTER BRUSH CO. 
Wooster, Ohio 
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The Better Pipe Tools 
The Only Line 
to Sell 


The most complete line of 
hand pipe tools made— 
the line that needs no “‘fill- 

ins." Each an improved 

tool designed after ex- / 
haustive tests of other Py 
types and makes, a more : By 
saleable tool with from 5 ( 
to 12 effective sales fea- 
tures. 


It is so much easier to sell 
a single name, to push a 
single brand, especially 
when the name is ARM- 
STRONG BROS. is known 
to tool users the world 
over, that this complete 
line is logically the only 
line to sell. It is much 
more profitable too for 
ARMSTRONG BROS. 
tools are continuously ad- 
vertised, give satisfaction 
and build business. 


Tool buyers everywhere 
look for the Arm-and- 
Hammer as their guar- 

antee of qual- 


2sec tHe: ity. It means 
more sales to 





you to have 
this mark on 
your pipe 
tools. 

Write for 
Catalog P-10 





Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave. 
CHICAGO, U. S. A. 
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STOPS SLAMMING 
OF SCREEN DOORS 
FOR ONLY 75/ 


It’s Everedy’s No. 1100 Door Closer. Shuts 
the door quickly, quietly, tight. Entirely 
rust-proof. Heavy steel brackets finished in 
cadmium plate. Brass cylinder finished in 
lacquer. Cylinder is 1” diameter x 91/2” 
long. No. 2200, for house entrance doors, 
storm doors, office doors, etc., sells for 
$1.25. Cylinder is 144” diameter x 10” 
fiisssssi] long. Write for circular 
describing these closers 

F and our line of adjustable 
Screen Door Grilles. Sold 
by all good jobbers. 
Prices slightly higher in 
Far West and Canada. 


The EVEREDY Co. 


Frederick Maryland 
PEE NAL 
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Extra Profits From a Roller Skating 
Contest 


ITH the return of Spring, 
millions of boys and girls 
will resume one of their 


most popular outdoor pastimes— 
roller skating. Hardware merchants, 
through an easily and inexpensively 
arranged roller skating contest, can 
lend added impetus to the normally 
good demand for roller skates. In 
addition to serving as an effective 
means of increasing sales and creat- 
ing new interest in the sport, such 
an event will also have an advertis- 
ing value. 

National sales, according to gov- 
ernment figures for 1929, show that 
2,614,944 pairs of roller skates, 
valued at nearly three million dol- 
lars, were sold by manufacturers. 
Moreover, it is said that each year 
two million children reach the age 
where they are roller skate prospects. 
In recent years the number and types 
of retail outlets bidding for the rol- 
ler skate business have increased, and 
if the hardware dealer is to retain 
his position as the foremost supplier, 
he must adopt aggressive selling 
methods. A roller skating contest is 
one such method. 

Circulars, newspaper advertise- 
ments and reading notices, have 
proven effective in giving such events 
publicity. Circulars and advertise- 
ments can include a coupon entry 
blank, to be filled out and returned 
to the dealer within a stipulated 
period. Several questions on the 
entry blank can be so phrased as to 
bring information of value for future 
use, such as the entrant’s birth date. 
This would enable the dealer han- 
dling toys to send the child’s parents 
a suitable letter just prior to the 
child’s birthday, calling attention to 
the many toys carried by the store 
suitable as birthday gifts. 


Both the announcement of the con- 
test and the results will be found to 
have definite news value in most 
communities, making it an easy mat- 
ter to get reading notices. 

It is customary to group the en- 
trants into four different classes, ac- 
cording to age, the same method ap- 
plying to boys and girls alike. The 
four classes generally used are: 8-9 
years; 10-11 years; 12-13 years, and 
14-15 years. 

Judges for the contest should in- 
clude prominent persons of the com- 
munity who are interested in the wel- 
fare of children, well known mer- 
chants, or municipal authorities. 

Three prizes are usually awarded 
in each of the eight classes of both 
boys and girls—a total of 24. These 
need not be expensive. In one in- 
stance the first prize was a pair of 
roller skates, second prize a baseball, 
and third prize a flashlight. Prizes 
are not awarded for each race, but 
instead to the contestants who score 
the most points for all of the races 
and events in the contest. With this 
method of scoring, first place in any 
race entitles the winner to five points, 
second place three points, and third 
place one point. The races and 
events in the contest can embrace a 
75-yard race; a 100-yard race; coast- 
ing for distance, and a one-legged 
skating event. 

Secure the permission of local au- 
thorities to use one block on a street 
in a centrally located residential dis- 
trict for the contest. Select one 
smoothly paved with cement. If po- 
lice protection can be arranged to 
divert traffic during the contest, sv 
much the better. Lanes marked in 
the street in much the same manner 
as is used at school track meets will 
prove helpful. 





Miller Rubber Products Co. 
Issues Ball and Toy Catalog 


Containing descriptions of new items as 
well as items which have been on the 
market for several years. Pictures num- 
bers in the Miller line in their natural col- 
ors and includes descriptions of the “My 
Dolly” Miller rubber doll, rubber balls for 
all types of play and with many designs; 
all rubber basketballs and footballs, surf- 
balls, and a large list of inflated toys. 
Miller Rubber Products Co., Inc., Akron, 
Ohio. 


Booklet Describes “Catalin” 


A cast synthetic resin furnished in solid 
form such as rods, sheets, tubes or special 
castings. The maker states that this mate- 
rial is non-inflammable, odorless, tasteless, 
non-porous, practically moisture proof, and 
that it resists alcohol, oils and all common 
acids. Said to have high tensile and com- 
pressive strength enabling holding its shape 
and color. Booklet contains a mounted 
sample of the product, and suggests its 
applications. American Catalin Corp., 230 
Park Ave., New York City. 
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How’s the Hardware Business 
and 
Business Highlights 
(Continued from page 41) 


er bracket, embracing the larger sizes, 
will be unchanged in price. The other 
three brackets, containing smaller sizes, 
are advancing approximately 10 per 
cent. 

= * * 

New prices on axes and tools 
appear on schedules issued by all lead- 
ing makers, and include a reduction of 
25 to 331/3 per cent on first quality 
axes. Unhandled axes of standard first 
grade are reduced from $12 to $8 per 
dozen, and the better brands of handled 
axes from $16 to $12. Cheaper grade 
handled axes are priced to the retailer 
as low as $8.50 per dozen. First qual- 
ity hatchets and hammers were at the 
same time marked down approximately 
10 to 15 per cent. 

* * * 

Sterling silver flatware and hol- 
lowware were advanced late in April 
in schedules ranging upward from 5 to 
25 per cent. There is general expecta- 
tion that prices on silver plated ware 
will be similarly affected before long. 

* * * 

Wholesalers of paints report the 
shellac market considerably stronger, 
one advance of 5 cents per gallon hav- 
ing already occurred, with the expecta- 
tion of similar rises in the near future. 
Linseed oil and turpentine are said to 
be very firm, with higher prices looked 
for. 

* * * 

Cotton duck quotations are up 
about 10 per cent, with expectation of 
further increase to cover the further 
rise in raw cotton since the schedule 
was established. Ounce fabrics are 
similarly affected, but no concerted 
change has yet been noted. 

Sash cord, clothes lines, seine twine 
and merchant cotton twines are on the 
uptrend, and wholesalers are ordering 
in expectation of further definite in- 
creases in cost. 

* * * 

All-rubber garden hose has 
shown a great increase in demand this 
spring, due to its cheaper cost, and 
shortages of supply have developed as 
a result. Higher prices on both braided 
and rubber hose will be the natural re- 
sult of the sharp rise in cotton and in 
rubber values. 

* * * 

Prepared roofing and shingle 
prices have been increased about 5 per 
cent, both to carload and less than car- 
load buyers. Hardware distributors 
had strongly opposed this advance, in 
the face of recent sharp reductions in 
mail-order quotations on roofing and 
shingles. 
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Motor oil is one of those few prod- 
ucts whose quality can be definitely 
proven by specifications. 


We invite you to check the follow- 


S. A. E. 
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ing guaranteed specifications 


of price. 
4 TR 
Vis. 100 Vis. 210 Color 


Gravity Flash Fire 
30. 430 490 230.0 51.0 5.9 
28.9 445 500 410.0 61.0 2.6 
28.5 455 515 550.0 70.0 1.95 
28.2 465 520 700.0 77.0 1.65 
27.3 490 555 1280.0 105.0 1.30 


These oils, which are sealed against substitution, will build your volume and good 
will on a firm foundation. Available in 1-quart lithographed cans, 2-gallon litho- 


graphed cans, 5-gallon steel pails and 55-gallon drums. 


The prices allow you a 


gratifying margin of profit: 


. COAST 
2. 

COAST 

MOTOR OIL 





SALES OFFICES: 
KEITH BLDG., CLEVELAND, O. 
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DAZEY CHURNS 


The Dazey Has Been for Years the Leading Churn 


Used and endorsed by State A. & 
M. Colleges, Home Economics Dem- 
onstrators, and Scientific Butter- 
makers throughout America. 


Many housewives are now going 
back to making their own butter 
due to the economic situation, and 
the low price of cream. 


Dealers will find it profitable to 
stock and display all sizes. 


Leading Hardware Jobbers every- 
where stock DAZEY Churns. Order 
from your Jobber. 





SIZES 


Glass Churns—2, 4, 6 and 8 quart sizes. 
Metal Hand Churns—2, 3, 4, 6 and 10 gallon sizes. 
Electric Churns—2, 4, 6 and 8 quart sizes. 


DAZEY SHARPIT 








edges on 
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The original all purpose sharpener. 
plated. Patented grinding wheels produce correct cutting 


Rust proof electro 


all types of cutlery. 


DAZEY CHURN & MANUFACTURING CO. 


ST. LOUIS, MO. 





of 
Super - Refined Coast - 2 - Coast 


Motor Oil against any other Pure 
Pennsylvania lubricant regardless 


REFINERY SEALED AT OIL CITY, PENNA. 
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“Renovize Philadelphia” Campaign Successful 


ORK for thousands of crafts- 
W ver entailing expenditures 

for labor and materials of 
more than 20 million dollars. Such 
were the results of the “Renovize 
Philadelphia Campaign,” a property 
modernizing movement, which is ful- 
filling its mission as an effective 
means of relieving the unemploy- 
ment situation in the “Quaker City.” 
Dr. Frank Parker, professor of 
finance at the University of Pennsyl- 
vania, and director of the campaign, 
states that these twenty millions 
will put 400 millions into circulation 
before they finish turning over. Dr. 
Parker, in support of this statement, 
quoted recent studies made by the 
Federal Reserve Board. A consider- 
able portion of this huge sum is cer- 
tain to circulate in hardware and 
related channels. 

The plan was fostered by the Phila- 
delphia Federation of the Construc- 
tion Industry, in cooperation with 
the Philadelphia Paint, Oil and Var- 
nish Club, and was supported by 
many local civic and trade organiza- 
tions. Carefully laid plans were used 
in carrying on the campaign during 
the period from Jan. 3 to 21. Prop- 
erty owners through many mediums 
were urged to improve their proper- 
ties at the lowest cost in fifteen years. 
In addition, more than 7000 volun- 
teer workers made upward to two 
million personal calls at dwellings, 
factories, financial institutions, build- 
ing and loan associations, etc. These 
workers explained the campaign and 
made a genuine effort to obtain 
pledges for sums to be spent during 
the following six months on needed 
and sensible property repairs. 

Circulars listing suggestions for 
modernizing, repairing and renoviz- 
ing various types of properties were 
widely distributed, and these made it 
an easy matter for any property 
owner to determine where repairs 
were most needed. Much of the cam- 
paign literature emphasized the facts 
that labor, which constitutes 75 per 
cent of the cost of remodeling, is 25 
to 50 per cent cheaper than in ten 
years, and that building material 
prices are at record low levels. In 
consequence, the publicity matter 
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pointed out, “. . . you can build, re- 
model, or repair at a cost 40 per 
cent less than at any time since the 
World War.” Window banners were 
also furnished hardware stores and 
other retail establishments carrying 
the type of materials required to 
complete the projects suggested by 
the campaign. The campaign’s 
slogan was: “Good business for you 
and good for business.” 


Large Pledge Total 


A special form, shown in an ac- 
companying illustration, was devised 
to enable campaign headquarters to 
maintain accurate records of pledges. 
Of the pledges received totaling $21,- 
478,833, residence projects accounted 
for $8,017,687, while business build- 
ing projects involved $13,461,146. A 
detailed breakdown of pledges indi- 
cates that the major portion of the 
pledged sums were to be spent for 
projects which will directly or indi- 
rectly benefit the hardware manu- 
facturer, wholesaler and _ retailer. 
The kinds of projects entailing the 
largest sums are: carpentry, paint- 
ing, electrical work, plumbing and 
steam fitting, concrete and cement 
work, heating, masonry, paperhang- 
ing and roofing or sheet metal work. 
The total number of pledges was 
24,660, and these were divided 
among 20,160 individual property 
owners; 4000 financial institutions; 
400 building and loan associations; 
700 business enterprises, and 100 
special construction projects. Ac- 
cording to reliable checks on the 
pledgors, 15 per cent of the total 
amount pledged, or approximately 


three million dollars, had been ex- 
pended to March 20. 

Additional impetus was given the 
campaign through a meeting spon- 
sored by the Philadelphia Paint Club 
and held at the Metropolitan Opera 
House on the evening of Jan. 16. 
Paint manufacturers, dealers, master 
painters, and others interested in the 
movement were invited, and attend- 
ance was estimated at 1700. Samuel 
R. Matlack, president, National 
Paint, Oil and Varnish Assn., pre- 
sided, and addresses were delivered 
by Thomas E. Williamson, president 
of the Philadelphia Club; Ernest T. 
Trigg, chairman of the club’s execu- 
tive committee, and Ralph Ebeling, 
president, Save the Surface Sales- 
men’s Club of Philadelphia. In re- 
sponding to the addresses mentioned 
in behalf of the paint and hardware 
dealers, Harry D. Kaiser, a promi- 
nent Philadelphia hardware mer- 
chant, urged fellow dealers to first 
renovize their own properties inside 
and out to set an example for the 
public at large. He also cited an il- 
lustration of how his firm had been 
able to increase its business by hav- 
ing adequate stocks of mechanics’ 
tools, the demand for which, he said, 
was being greatly stimulated by the 
campaign. In order to capitalize on 
the beneficial effects of the movement 
Mr. Kaiser advocated that dealers’ 
stocks be expanded. 

In a recent letter to HARDWARE 
AGE commenting on the results 
brought about by the campaign, Hor- 
ace P. Liversidge, chairman of the 
campaign’s operating committee, 

(Continued on page 60) 
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This form enabled headquarters to maintain accurate records of pledges 
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the man 
on the job 
says so/ 


EVLIN’S lead- 
ership is by 
popular choice — 
Devlin Fittings and 
Fretz Nipples are 
recognized stand- 
ards by men who 
sweat over the 
most difficult  in- 
stallations and who 
achieve the most 
satisfactory results. 


A complete line of 
Fittings and Nip- 
ples, accurately 
made, sold both in 
cartons and in 
bulk. Black, gal- 
vanized and brass. 


THOMAS DEVLIN 


Manufacturing Company 
Burlington New Jersey 
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SKEET 


LEAD THE WAY 


933 PROFITS 


- . a new outlet for 
your holdover shells 











AsK ANYONE who has shot Skeet. It 
“gets” you. Makes enthusiasts for the sport. It 
| makes sales and repeat sales—the most important 
| kind—“‘off-season”’ sales that take up your stock 
_ of holdover shells. 


| 
| 
| 
| 
| 
| 
} 


Skeet shooting is well worth pushing. Tell 
Sportsmen about it (du Pont is advertising it in 
nine important publications, month after month). 

A Skeet field can be built for as little as 
$100. We’ll tell you how—and you can sell 
the complete equipment for this new sport. 


Write for the new Skeet Handbook 
giving details to enable you to pro- 
mote, push and profit from Skeet in 
your community. 


| 





REG. U.S. PAT. OFF. 


E. I. DU PONT DE NEMOURS & CO., INC. 
Sporting Powder Division, Wilmington, Del. 
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Turn For Better Noted By Speakers 


At Panhandle Convention 





T. C. LIVELY 


New President 


tailers, wholesalers and travelers 
from West Texas and Eastern New 
Mexico assembled in Amarillo, Tex., 
April 17 and 18 for the 24th annual 
convention of the Panhandle Hardware 
and Implement Association. Attendance 
shattered all previous records. 

Convention speakers declared that a 
turn for better conditions had arrived 
and pointed to factors indicating the 
change. Among the indications, they 
said, were assured measures to prevent 
a recurrence of nation-wide lack of con- 
fidence in banks, relief legislation for 
the unemployed, recent rises in prices 
for the more speculative commodities, 
credit inflation, and farm relief, both 
as to prices for farm products, and 
mortgage indebtedness. 

T.C. Lively, Pampa, Tex., was elected 
president to succeed Ed. N. Neer, Port- 
ales, N. M. T. C. Meinecke, Lubbock, 
Tex., was named vice-president and 
Clarence L. Thompson, Canyon, Tex., 
was renamed secretary-treasurer. Bob 
Douglas, Shamrock, Tex., was elected to 
the board of directors. 

At the opening session President 
Neer, in sounding “The Call to Arms,” 
reviewed the changes in the hardware 
and implement business during the past 
year which necessitate business adjust- 
ments. Following this, the convention 
program was outlined in detail. 

Speaking on “The Business Barom- 
eter,” Rivers Peterson, editor, Hardware 
Retailer, Indianapolis, Ind., said that the 
“recent rises in the prices for the more 
speculative commodities are so in evi- 
dence that many believe an upward 
trend has been reached.” Pointing to “a 
certain degree of credit inflation,” as 
effective and safer than tampering with 


ARRYING out the parley theme 
of “The Business Battle,” 265 re- 
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ED. N. NEER 


Retiring President 





Cc. L. THOMPSON 


Secretary-Treasurer 


monetary standards, Mr. Peterson held 
that the federal plans for recovery will 
lead to better business. 

Confidence in the future was ex- 
pressed by C. G. Pearce, assistant sales 
manager, J. I. Case Co., Racine, Wis., 
who predicted that hereafter dealers 
will find bankers more friendly toward 
the farm equipment business and that it 
will prosper because “We will have bet- 
ter dealers, or today’s dealers will prac- 
tice better methods.” 





D. A. Bandeen, Stamford, Tex., man- 
ager, West Texas Chamber of Com- 
merce, urged delegates to look to local 
city and county governments instead of 
national and state governments in re- 
ducing public expenditures, “the only 
factors causing burdensome taxation.” 

At the second session Mr. Pearce de- 
veloped the topic “Over the Top.” 

With Tuesday sessions entitled “Lay- 
ing Down the Barrage,” Charles F. Nel- 
son, Oklahoma City, Okla., secretary, 
Oklahoma Hardware and Implement 
Association, emphasized the need of 
preparation, stock control, voluntary co- 
operation among retailers, jobbers and 
manufacturers, and newspaper advertis- 
ing as necessary units of a business win- 
ning combination. 

Mr. Peterson, in a morning address 
on “The Price Situation” confined his 
discussion wholly to comparatively 
priced merchandise in various types of 
retail establishments throughout the 
country. 

Dan H. Wilmot, Roswell, N. M., 
speaking on “Loyalty to Your Army,” 
admonished delegates to “turn around 
and fight. I-believe we could win our 


business battle through a hard, tenacious 


fight.” 

An inspirational address by Rev. 
Gastan Foote, Amarillo minister, traced 
the theme of “Service to Your Com- 
munity.” 

The entertainment schedule included 
the annual banquet, golf tournament, 
ham shoot, and other social events. 





Arkansas Convention Delegates 
Reported Trade Improvement 


PPROXIMATELY 40 members of 
A the Arkansas Retail Hardware 
Assn. attended the one-day con- 
vention held April’21 at the Hotel 
Marion, Little Rock, Ark. W. H. 
Hanna, president of the association and 
of the Hanna Hardware Co., El Dorado, 
Ark., presided at the meeting and de- 
livered the opening address. The report 
of the secretary, L. P. Biggs, Little 
Rock, Ark., was then presented. This 
was followed by the appointment of the 
nominating committee with the follow- 
ing members: Ray Meriwether, Para- 
gould; Earle Young, Stuttgart, and 
Hubert Smith, Searcy. An address on 
“Competitive Problems,” by Rivers 
Peterson, editor, Hardware Retailer, In- 
dianapolis, Ind., and an open forum dis- 
cussion brought the morning session to 
a close. 

A noon luncheon in the Herbert Kahn 
room of the hotel was attended by 75 
members and guests. William Johnson, 
feature writer, Arkansas Democrat, was 
the principal speaker at the luncheon. 





W. H. HANNA 
Retiring President 


L. P. BRIGGS 


The afternoon session opened with an 
address on “The Big Parade,” by Luther 
R. Stein, vice-president and general 
sales director, Belknap Hardware & 
Mfg. Co., Louisville, Ky. Mr. Stein re- 
viewed the changes that have occurred 
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Hoteldom finds 
BISSELL 
SWEEPERS 


indispensable 


Here are two of the potent endorsements for 

Bissell Sweepers from prominent hotel men 

which appear in Bissell’s full-page national 

advertising this year—reaching more than 

8,000,000 better American homes—directing 

housewives to you for this most popular of 
all household labor saving devices. 


Ww Ww 




















MR. GEORGE W. SWEENEY, 


Chairman of the Board, Bowman- 
Biltmore Hotels Corp., N. Y.C. 


“‘Keeping 2000 guest rooms spic 
and span every day is a large and 
exacting job. BISSELL Carpet 
Sweepers are indispensable to us. 
We have 120 in constant use. We 
have a vacuum-cleaning system, 
and also other equipment, but we 
have found nothing to take the : 
place of our BISSELLS.” 





MR. RALPH HITZ, 


President Hotel New Yorker, 
ie A 


cleaning system, we have found 
that nothing can take the place 
of our BISSELLS as time-savers 
and work-savers in the daily 
cleaning. We use our vacuums 
daily, but we use our BISSELLS 


several times a day.” 





% The electric cleaner for heavy work —the Bissell 
Sweeper for the dozens of daily sweeping jobs around the 


house—that’s the keynote of Bissell full-page advertise- | 


ments your customers are reading. 
The Bissell . . . highly efficient, beautiful, long lasting 
. gives you greater customer good will and Highest 
Profit per unit sale. 


BISSELL CARPET SWEEPER CO., 
GRAND RAPIDS, MICH. 
New York Office & Export Dept. @ 46 W. Broadway, New York, N. Y. 
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“Although we use a vacuum- | 


Leadership Demands Constant Pioneering 





MILK CANS 


are preferred by FARMERS! 


HEREVER milk cans are sold, SOLAR is 
the acknowledged leader. This leader- 
ship is the reward of constant pioneering and 
advanced improvement in milk can construc- 
tion. Farmers prefer the greater value of- 
fered in SOLAR Leakproof cans. Dealers profit 


by concentrating on these popular sellers. 


Note Results of Leakproof Test 


In a recent test 280,000 heavy blows were 
struck by a machine designed for the purpose 
without developing a 
leak. A 10-gallon SO- 
LAR milk can was filled 
with water and dropped 
from a height of 30 
feet to a concrete pave- 
ment and the can still 
failed to leak. 

These severe tests as- 
sure rugged and long 
life service built into 


SOLAR milk cans. 
Solar Features 





1. Neverleak bottom. 

2. Welded breast and 
cylinder seams. 

3. Smooth, sanitary, 
strong. 

4. Heavy coat of tin to re- 
sist rust. 

5. Made of dent-resisting 
steel. 

6. High finish and care- 


Leakproof Bottom ful workmanship. 


lf Your 
Jobber 
Cannot 
Supply RUST 
ou, 
Write — aust 
Us 





Direct 
Bottom Construction Bottom Construction 
Solar Method Old Method 
NEVERLEAK bottom. All parts Old rolled bottom. Note open sur- 


faces in bottom roll and openings 
between parts for moisture, dirt 
and rust to collect, either through 
separation or through rivet holes. 


completely filled and sealed with 


solder. Practically inseparable 


for life of can. 


SOLAR-STURGES MFG. CO. 
MELROSE PARK ILLINOIS 
169 Duane St., New York, N. Y. 
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within the hardware industry during the 
past decade and emphasized the need 
for keeping in step with the times. 
Opinion was unanimous at the meet- 
ing that business recovery was at last 
on its way. Most delegates voiced the 
belief that the national program now 
under way will lead to higher commod- 
ity prices, the stabilization of money 
standards; controlled production, and a 
readjustment of war debts. In short, the 
Arkansas dealers heartily approve of 
the Administration’s plans. Most deal- 
ers present reported an improvement in 
business over the similar period of last 
year and declared that the percentage 
of cash to credit sales had recently 


shown an increase. 

Hubert Smith, Smith-Vaughan Mer- 
cantile Co., Searcy, was elected presi- 
dent, succeeding W. H. Hanna, El Do- 
rado. W. E. Browne, Conway, was 
elected vice-president. L. P. Biggs, Lit- 
tle Rock, was reelected managing di- 
rector. Directors chosen were J. S. 
Shadock, Camden; John Grummer, Con- 
way; W. R. Bumpass, Charleston; Bert 
Lewis, Fayetteville; Earle Young, Stutt- 
gart; F. A. Stuart, Newport; J. B. Dun- 
lap, Brinkley; J. W. Hamilton, Piggott, 
and C. W. Stedman, Paragould. 

It was voted to hold the next annual 
meeting in Little Rock at a date to be 
decided upon later. 





“Renovize Philadelphia” Successful 


(Continued from page 56) 


said: “It was gratifying to learn that 
the hardware dealers are among the 
business groups that have already 
begun to feel the effects of the cam- 
paign. Naturally, it will be impos- 
sible for us to get any conclusive 
statements without a general survey, 
and we have no funds to do this, but 
the information received indicates 
the wholesome effect of the campaign 
on the hardware group.” 

In a more recent letter, dated 
March 27, Dr. Parker, the cam- 
paign’s director, in making further 
reference to the benefits accruing to 
hardware dealers says: “From scat- 
tered reports which we have had 
from local hardware dealers through- 
out the metropolitan Philadelphia 
district, I am convinced that many 
of them profited tremendously from 


the Renovize Philadelphia Cam- 
paign. The demand of home own- 
ers for hardware products has been 
crystalized and concentrated.” 

Similar movements in _ several 
other localities have likewise served 
to bring about much needed improve- 
ment in business. Still other com- 
munities have planned campaigns 
for the near future. In localities 
where such campaigns have not been 
conducted, or have not been pro- 
posed, hardware merchants can do 
both themselves and their fellow men 
a service by actively advocating the 
idea by securing the assistance of 
such local organizations as are neces- 
sary to insure that its objective will 
be attained, and by bending every 
effort to see the campaign carried to 
a successful conclusion. 





Just Among Ourselves 


(Continued from page 30) 


am indebted to the New York Paint 
Oil and Varnish Club for these data. 
Robert C. Boggess, its secretary, at 
420 Lexington Avenue, New York 
City, will supply more complete in- 
formation upon request. This bill 
H.R. 235 should have the support of 
every retail hardware merchant as 
well as all employed in the paint 
industry. 


UE to faulty construction 
(which will be corrected) the 


partially completed Transportation 
Building at the Century of Progress, 


60 


Chicago, has an uncanny echo which 
repeats any loud sound from seven to 
23 times. To the preopening visitors 
this echo is an important feature, at- 
tracting steady crowds. A uniformed 
guide puts on echo demonstrations 
every few minutes, which are easily 
the talk of the show. People like 
queer things. The fault will be cor- 
rected before the Century of Progress 
opens on June 1, but if it were my 
building the echo would stay, for its 
value as a drawing card and talking 
point. This exposition was making 
fine progress about two weeks ago. 
More recent visitors tell me every- 








thing is on schedule and that the com- 
mittee has money in the bank. 


— 


Reporting on the 1933 Murray Day 
party at Honesdale, Pa., our good 
friend Bob Murray writes: “The big 
party went over in big shape and we 
are all well pleased with the results. 
We had everything, as usual, but the 
Bull on the fourth floor.” 


— 


And before closing let me remind 
you that L. W. Moffett’s story on 
the 1933 Capper-Kelly Bill, in this 
issue, is offered as news and is not 
an indorsement. As soon as I get a 
copy of text of the current offering 
on this perennial price-maintenance 
measure, the decision to approve or 
disapprove will be made. A bill 
without loopholes would be a grand 
thing for the hardware trade, but if 
there are technical escapes available 
the bill may be a decided hindrance. 


— YHA — 


F you can, get on John S. Van 

Gilder’s mailing list to receive an 
occasional sample of his direct mail 
advertising. Whether it is a lava- 
tory, manicure set or golf bag offered 
by C. M. McClung & Co., who are 
“Just Over at Knoxville” (Tenn.), 
Vice-President John S. has an idea 
for making you want it. His copy is 
different. Simple language tells the 
salient features of merchandise and 
makes you feel the writer has read 
your mind, sensed your needs, and 
is anxious to supply you. John is 
partial to a special tone of blue paper 
and uses it consistently for blotters, 
cards, letterheads, envelopes and 
other printed matter. Customers al- 
ways recognize mail from McClung’s 
because of this blue. Where a sec- 
ond color is used orange is favored 
to contrast with the convential black 
ink. Often the advertising is a beau- 
tifully presented poem with only a 
modest line indicating the source. 
And the familiar slogan “Just Over 
at Knoxville” on all McClung printed 
matter has an interesting origin. 
When John was a boy living just out- 
side the city limits his mother fre- 
quently used the expression “Just 
Over at Knoxville.” The words be- 
came indelibly imprinted in his mem- 
ory, appealed to him as a house 
slogan when he entered business, and 
has been used by McClung for many 
years. 
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THE PUMP LINE 


You Can Always 
Depend On 


For better pump perform- 
ance —regardless of water 
source—sell Myers Easy 
Operating Cog Gear Well, 
House and Cistern Pumps 
with non-corrosive Glass 
Valve Seat Cylinders. 


Single or double acting— 
force or lift—shallow or 
deep well—hand, windmill 
or jack power—inside or out- 
side installation—the Myers 
Line with its individuality of 
design and finish, its ex- 
clusive features and long-life 
construction affords every 
opportunity for a wider 
spread of profitable pump 
sales than all other lines of 
pumps. Repairs too, for live 
or obsolete styles of Myers 
Pumps are quickly obtain- 
able—a point well worth re- 
membering when selling a 
pump to a customer. 


Catalog on request. 


THE 
F. E. MYERS & BRO. CO. 
Ashland Ohio 


PATENTED 
COG GEAR 
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ACTION NOW 


Will Assure Generous 


Profits Right Through 
the Summer Months 


from DREADNAUGHT 
RENTAL SERVICE 


It’s a definite fact which we will gladly prove to you, 
that the dealer who is well established as the 
source of the DREADNAUGHT Rental Service con- 
tinues to enjoy generous profits from sander rent- 
als and related sales of finishing materials right 
through the summer months. 








There is still ample time to place yourself in this 
desirable position if you act at once, for right now, 
the season when homes are getting a general clean- 
ing and are repaired and rejuvenated, is the ideal 
time to establish yourself as the source of this 
profitable service. Don’t let indecision 
rob you of hundreds of dollars of net 
profit. Mail the coupon at once for 
complete details of the only practical 

sander built for rental purposes, and 
the service plan that has proven so 
thoroughly successful for dealers 
everywhere. 

















~ _ CheNew 
DREADNAUGHT 6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
Acknowledged Leadership 


9 











ont 
cutee 
- 2 “egies? P 


\\ 
MAIL THIS. 
COUPON 


NOW! 


DREADNAUGHT SANDERS, 
Dept. H-533, Muskegon, Michigan. 

Send complete information on your new Dreadnaught 6 Dust- 
less Sander and Rental Service Plan. 















Letters to the Editor 


(Continued from page 38) 


sent us in framing our laws use the 
same careful judgment in planning 
laws and assuming financial obligations 
that the common law requires of the 
man in commercial business. 
Defaulting on contracts and cancel- 
ing obligations are not methods that 
build confidence in business transac- 
tions. A better way must be found. 
R. J. ATKINSON. 


A New Deal Given 
In A Seller’s Market 


MippLetown, N. Y.—A new deal has 
been given the country at large, which, 
if the hardware jobber plays his cards 
well, can be developed into the greatest 
seller’s market on record. Was there 
ever a time when good selling was at 
such a premium? We manufacturers 
of hardware items didn’t sell our prod- 
ucts during the years of war or the 
prosperous years following the war— 
the public took them away from us. 
Every so-called salesman had, or was 
fast developing into, a first-class order 
taker. These were years when the cost 
was never even asked or considered; it 
was simply, “Can You Ship?” 

The new deal inaugurates the ques- 
tion, “Can You Sell?” What has hap- 
pened to the manufacturers who in the 
days past just took orders? What has 
happened to the unknown brands of 
products produced during these years? 
The manufacturer is gone, he is out of 
business, his products are obsolete and 
what are left of his products on job- 
bers’ shelves can’t be moved. Why? 
Because we are in a seller’s market 
where the brands of hardware de- 
manded today are those which can be 
sold—not just those which can be 
bought. Any buyer can buy hardware 
items, but how long will he hold his 
position in the industry if his salesmen 
are not sellers? 

This seller’s market has automatically 
raised the standards of selling. Isn’t 
it a fact that the factors, that have 
militated against business during this 
past year, have made better salesmen 
through the necessity of their being 
required to raise their own ability to 
sell? The success that hardware sales- 
men attain, during this seller’s market, 
may well be attributed to the need for 
better salesmanship which has been 
gained through combating the forces 
of the past few years. 

The New Deal in selling demands a 
New Deal in policy. The manufac- 
turer, who fails to realize the new or- 
der of the day by not adopting a sales 
policy which is one affording complete 
cooperation with the jobber, misses the 
opportunity of the seller’s market. 
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The manufacturer must realize the 
new order of the day and so price and 
modernize his products through setting 
the highest standard of efficiency among 
his workers and adopting methods of 
sale that will in themselves invite the 
admiration and loyalty of his salesmen. 
A manufacturer who is positive cannot 
longer succeed with a sales force and 
a sales policy which is negative. 

The New Deal in selling demands 
likewise a New Deal in Policy on the 
part of the hardware jobber, such a 
policy to include selling those manufac- 
tured products which are in turn 
manufactured by those companies 
whose sales policy includes distribution 
through the hardware jobber. 

A well-known and highly respected 
jobbing house, one that is an outstand- 
ing success, recently made known its 
sales policy with the following an- 
nouncement: 

“Tt is our aim and desire to concen- 
trate our purchases in so far as pos- 
sible with those manufacturers who 
believe in the policy of distribution 
from manufacturer-to-wholesaler-to-re- 
tailer.” 

It is to be hoped that manufacturer 
and jobber alike will grasp the im- 
portance of entering this seller’s mar- 
ket, fully equipped with A New Deal 
that will afford them their greatest op- 
portunity for success. Manufacturers, 
watch your step. The Jobber has the 
cards in his hand. Jobbers, be careful 
to whom you deal your cards. In other 
words, be particular with whom you 
play. 

Wm. E. Cross, Vice-president, 
Clemson Bros., Inc. 





Mr. Garza Offers His Views 


Eacte Pass, Tex.—I have been a 
subscriber of HARDWARE AGE for over 
ten years and have always read with 
interest your editorials as well as the 
contributions of business men express- 
ing their views in different matters 
pertaining to the hardware trade. Late- 
ly I have been very much interested in 
what is being said in regard to the 
impossibility of the retailers to meet 
the competition of the chain stores, but 
up to this time only manufacturers and 
jobbers have given their ideas, looking 
into the matter from their end which 
is different from that of the retailer. 
And the worst is that up to this time 
they have been unable to offer a prac- 
tical solution. 

Therefore, I am taking the liberty of 
sending you herewith my views in the 
matter and if you are kind enough to 
publish them, I will be very much 
obliged to you. I think it is just fair 
that they hear the voice of the other 
party and there is no other better way 
than by your well-known magazine. 
And if they need more information I 
am ready to let them have it. 

J. A. Garza, Jr. 


Ferreteria Garza. 


It becomes increasingly clear that 
a further and more complete whole- 
saler-retailer affiliation in all towns of- 
fers the final solution and at every turn 
are more impressed with the vital neces- 
sity of the wholesaler. Mr. Garza’s 
comments follow.—Ed. 


Nothing Can, Stop the Advance of Progress 


By J. A. GARZA, JR. 


Garza Ferreteria, Eagle Pass, Texas 


articles that since last year are be- 

ing published in Harpware ACE 
signed by business men with compre- 
hensive knowledge of the prevailing 
situation, in regard to the impossibil- 
ity of the independent retailer com- 
peting with the chains and catalog 
houses; and the ideas that have been 
suggested to remedy the situation, in- 
cluding that of Mr. E. B. Gallaher, pub- 
lished in Harpware AcE of April 13. 

I have to state that I cannot imagine 
how it is that all those writers have 
overlooked the real cause which inca- 
pacitates the retailer to meet the com- 
petition, because I cannot admit that 
the true reason escapes the penetra- 
tion of such able writers whose business 


I HAVE been reading the several 


ability has. placed them in the high 
commercial positions they are occu- 
pying. 

Maybe they do not want to harm the 
interests of the jobbers, the good 
friendship existing between several 
manufacturers and their jobbers, be- 
sides certain interests that might have 
unified them. Therefore in expressing 
my views on the matter I know that I 
am not saying anything new, but I 
will say it frankly, nevertheless. Presi- 
dent Roosevelt in his inauguration 
speech said that “this is the time when 
the truth has to be spoken.” 

The independent retailer cannot com- 
pete with the chain stores because of 
the profit he has to pay the jobber, 

(Continued on page 64) 
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Wrought Steel 
Strap and Tee Hinges 





and Hasps 


HESE GRIFFIN products offer the 


utmost in sturdy, practical hardware. 


Furnished in plain steel, cadmium finish, 
galvanized, . . . galvanized with brass pins... 
finishes suited for the purposes required. 


( SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 


i AN UFACTURERS 








EW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
HICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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AMES BALDWIN WYOMING COMPANY 


PARKERSBURG, W. VA. - 


NORTH EASTON, MASS. 
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Letters to the Editor 


(Continued from page 62) 


while the chain stores do not have to 
pay any jobbers. Their expenses for 
the handling of their goods is much 
less than those of the jobber, which are 
charged to the retailer. But the re- 
tailer who is able to buy direct from 
the manufacturers competes perfectly 
well and is at present enjoying a fair 
business, within the prevailing condi- 
tions. 

There is no other line of business 
with the jobbers predominating so 
much as in the hardware line. Shoes 
are sold direct by the manufacturers 
to the retailers all over the country. 
All dry goods, furniture, etc., are dis- 
tributed likewise. The same way by 
which these manufacturers operate 
their business ought to be used by the 
hardware manufacturers; but as long 
as they insist on selling the dealers 
through the jobbers they are just ex- 
terminating their best outlet and giving 
the chain stores the supremacy. 

The jobbers have to concentrate now 
on such goods not handled by the chain 
stores, which are many, yet, and the 
manufacturers have to see that the goods 
handled by such stores reach the re- 
tailers without any other charge than 
the freight. If a manufacturer is en- 
joying good business supplying the 
chains and catalog houses, others can 
do the same by placing the retailers 
in position to meet the competition. 

I have noticed that those who com- 
plain more of the present situation are 
those retailers who only buy from the 
jobbers—in many cases because of the 
supposed friendship with the traveling 
agent, and they order from him bolts 
and tacks as well as tools and stoves. 

The drug stores lost the sale of 
toilet articles by not having been able 
to buy at competitive prices, and to- 
day the chain stores are entirely in 
possession of the business in that line. 
Only a few customers who have charge 
accounts patronize the drug stores for 
such articles now. 

The system under which the hard- 
ware line has been operated was cre- 
ated before the existence of the chain 
and catalog houses, so it is but natural 
that today it is inadequate. There is 
nothing that can stop the advance of 
progress; old systems have to fall just 
as the famous Chinese Wall fell before 
the Jap guns. What yesterday was 
good, is out of order today. 

I do not mean the disappearance of 
the jobbers. No. There are still many 
towns with no chain stores and with 
many people not able to write. There 
are still many goods not handled by 
the chain stores, but the remedy must 
be applied at once, without any further 
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loss of time, before the enemy extends 
his claws more and more. But in all 
such towns where chain stores are in 
existence, the manufacturers have to be 
the first ones interested in seeing that 
their products reach the retailers with- 
out any overcharge in order to be able 
to meet competition. 

I suppose the change in the sales- 
system means a hard jolt for the job- 
bers, but facts have to be accepted as 
they come. The evidence is above any 
other kind of supposition, otherwise it 
will be worse later for all concerned. 
And in the study of this problem the 
three factors have to come together 
—manufacturers-jobbers-retailers — all 
working with honesty and impartiality. 
laying aside established precedents. 
looking only towards the better future. 

Failure to take such steps at once 
will mean the disappearance of inde- 
pendent retailers in all those towns 
where chain stores are operating. At 
the same time it will mean the expan- 
sion of these. It will also mean the 
success of the manufacturers supplying 
such stores and the downfall of those 


not fortunate to obtain their orders. If’ 


the retailers are placed in position to 
meet the competition, then there will be 
a nice field for all concerned. 





The Jobber’s Place 
in Distribution 


PirrssurcH, Pa.—A certain whole- 
sale hardware merchant has just put in 
his regular opening stock of loaded 
shells for next fall. This stock, which 
came in to the wholesaler about April 
Ist, will not be required for his trade 
until October and November. On ac- 
count of certain interest concessions 
for prepayment he pays the factories 
at once and has the shells shipped, giv- 
ing them his own storage room. He 
has about $50.000 invested in them. 

This is a plain business transaction 
of an average sized jobber. He has 
to do this to make sure that he can 
take care of his trade when the grand 
rush for loaded shells takes place. 
Considering that some three or four 
hundred wholesalers in the United 
States will do the same thing it can be 
seen what an important place the job- 
ber has in the manufacture and dis- 
tribution of goods. If the jobber is not 
heavily stocked when the season 
opens. how would the retailer get his 
goods? Multiply the above transac- 
tion by the number of jobbers in the 
country and it can be seen how the 
jobbers are helping, not only in the 
distribution of merchandise, but in the 
manufacture, storage and financing as 





well. The shells will not be paid for 
by the consumer until November; yet 
the factories have paid for their ma- 
terial and labor away in advance, and 
they have been enabled to make their 
goods when they could do so to their 
own advantage. They have also been 
assured the market and given the stor- 
age room for the season’s demands. 
How could they do this without the 
jobbers? And on the other hand, how 
could the retailer be served in such a 
line without the jobber? 

But this is only one line. The same 
thing is true of all seasonable lines 
where the bulk is large and the demand 
sudden. Agricultural goods, seeds, fer- 
tilizers, poultry netting, screen doors, 
fly screen cloth, sporting goods, sleds, 
skates, etc.—they all have to be stocked 
and paid for long before they are 
wanted. And because the jobbers of 
the country can stock and pay for them 
in advance the factories can produce 
them in time for the retailers’ needs. 

A certain self-appointed _political- 
business economist is telling the re- 
tailer that it is the jobber’s business to 
be the real purchasing agent for the 
consumer through the retailer. The 
assumption is that he has not been. 
What does he suppose the jobber has 
been doing all these years? Possibly 
a little self-instruction along this line 
might make his advice of more value 
to his readers. 

Wirarp E. Arter, Secretary, 
Logan-Gregg Hardware Co. 





In addition to these published letters, 
a great many comments from readers 
have been received on a strictly confi- 
dential basis which precludes their 
publication. By far, the majority 
opinion is favorable in appraising the 
articles by E. B. Gallaher and Seth 
Marshall as. published in the April 13 
and 27 issues of Harpware Ace. Our 
editorial comments preceding each 
of these articles have also been highly 
complimented, particularly by retail 
hardware merchants. A number of 
wholesalers are showing keen interest 
and ask us for further particulars such 
as given in our own story in this issue 
outlining the operating details of the 
Marshall Wells Associates Plan. In 
succeeding issues there will be equally 
complete facts and plans telling what 
other wholesalers are doing to help 
their retailers-customers meet today’s 
competition in price and in the selec- 
tion of the proper merchandise. It is 
the purpose of this editorial activity to 
help lead them for more economical 
and profitable hardware distribution. 
All factors in the hardware industry 
are invited to contribute their thoughts, 
in confidence or for publication, pref- 
erably the latter —The Editors. 
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>’ RIVETS 


represent a small but vital item... Protect 


the quality of your product... specify 


rivets made by Tubular Rivet & Stud 


Company ... they are true to gauge — 
thoroughly dependable—available in 
various styles and sizes ... The products 
of Tubular Rivet & Stud Company are the 


perfected result of many years of scientific 
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| TUBULAR RIVET & STUD CO. 
BOSTON, MASSACHUSETTS f 









MAY 11, 1933 





The largest factory in the world devoted to 
the manufacture of Tubular and Clinch Rivets ie 
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JUST WHAT THEY 





New Low Priced 
All Steel Curry Comb 


The steel wire handle runs all the way 
through the comb, giving it unusual 
strength and durability. The comb itself 
is of spring steel. 


For Your Harness Department 





Hame Fastener 


No. 572 


Hame Fastener 


No. 711 





Hardware dealers everywhere recognize 
North & Judd as a name that guarantees 
turnover and satisfaction. The line is 
complete—prompt service is assured. 


NORTH & JUDD 
MANUFACTURING CO. 
NEW BRITAIN, CONN. 


St. Louis San Francisco Chicago 


New York 





65 








Mimeographed 
Handbills Serve 
Minneapolis Store 


From an idea obtained from 
Harpware Ace four years ago, A. 
E. Kraft, Minneapolis hardware 
dealer, has derived much _ profit. 
He states that he would not try to 
do business without his mimeograph 
system of producing advertising 
matter. His letter follows: 

“I am sending you a copy of my 
hand bills which I use to spurt up 
business. I make them here in the 
store in my spare time and during 
quiet hours. This is all done with 
a typewriter and mimeograph—the 
drawing, of course, I do by hand, 
from cuts furnished by the manu- 
facturer. 

“T am sending this to you that you 
may reproduce it in HARDWARE AGE, 
as it may be of interest to many 
readers and a possible help to them. 
It is a very effective and inexpensive 
method of getting what you have to 
sell before your customers. 

“I would not try to do business 
again without such a system. I have 
had splendid results, getting the idea 
from Harpware AcE about three 
years ago. Many thanks to you for 
publishing such things. It was a 
real service to me.” 


Diamond Rubber Co. Issues 
Mechanical Rubber Goods Data 


This “Buyers Guide to Mechanical Rub- 
ber Goods” contains 24 pages of illustra- 
tions and data on many of the most widely 
used mechanical rubber products together 
with listings of standard stock sizes and 
list prices. Some of the most important 
sections are: “Facts About Rubber Belts” 
with table for figuring type and size belt 
needed under given conditions; “Belts 
with Laminated Plies” and “Belts with 
Folded Plies” describing functions and 
applications of these two types. “Direc- 
tions for Ordering” describes information 
needed from a purchaser who is consider- 
ing rubber belt use. Conveyor belting and 
its uses in varied industrial fields, with 
recommendations on applications is de- 
scribed in two pages, with two additional 
pages containing data in table and other 
condensed form. Rubber tubing, rubber 
packing, chute linings, pump valves, rub- 
ber matting, rubber cements, sponge rub- 
ber and a wide variety of other rubber 
products are described and pictured. Dia- 
mond Rubber Co., subsidiary, B. F. Good- 
rich Rubber Co., Akron, Ohio. 
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MAY SALE OF LAWN Goobs 





Drop in get 

a FREE booklet 
on Scientific 
Lawn Sprinkli- 


RAIN KING STAN. 
LAWN SPRINKLER 


Formerly $3.5 





Now - - 2.7 
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(EVERGREEN ) 
Non-Poisonous 
Insecticide 
Kills Plant Insects. 
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A mimeographed handbill produced in his own store by A. E. Kraft of Minne- 


apolis. 


The illustrations are traced from manufacturers’ catalogs. 





Republic Steel Issues Booklet 
on Enduro Stainless Steel 


This booklet, known as Bulletin 217-B, 
contains comprehensive information on 
architectural applications of Enduro Stain- 
less Steel, its fabrication, properties and 
shapes and finishes available. It is pro- 
fusely illustrated and contains the results 
of collaboration with architects and engi- 
neers who have specified Enduro in im- 
portant building projects. Republic Steel 
Corp., Republic Bldg., Youngstown, Ohio. 


Broadside Describes 
Kadette Auto Kit 


For convenience of International Kadette 
radio set owners desiring car, boat or 
aeroplane installation. Installation said to 
require only fifteen minutes without drill- 
ing of holes or marring of car, boat, etc. 
Broadside illustrates kit, in carton, to- 
gether with pictures of sets varied uses, 


including its method of attachment in an 
automobile. International Radio Corp., 
Ann Arbor, Mich. 





Bommer Checking Floor Hinge 


Suitable for both metal and wood doors 
and especially adaptable for entrance and 
corridor doors, interior partition doors, 
etc. Adjustable for any condition of ex- 
posure to wind currents and drafts. TIllus- 
trated catalogs available. Bommer Spring 
Brooklyn, 


Hinge Co., 263 Classon Ave., 
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Smooth asa 


Ball Bearing 


THAT'S exactly what they are . . . ball bearing 
No friction. They roll in any direction 
Save carpets, rugs, floors. 


casters. 
with ease. 


Generous profits. Rapid sales. Quick turnover. 


ACME CASTERS are an ideal item for any dealer. 
Every customer who comes into your store is a 
logical prospect for ACMES. 


Demonstrate These Casters 


Roll one on the counter, or in 
the palm of your hand. All 
you’ve got to do to make a 
sale, is to show the customer 
how these wonderful casters 
work, 





THE ScHAtz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 

















1933 


MAY l11, 
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A big word in transportation— Ke" 
A big word in production. 





American Screws have a dual usefulness 
in this age of speed. They help to make 
construction so solid that it will be effi- 
cient even after long runs at top speed. 


Their strong bodies and true 
running threads help to make 
speedy uninterrupted production. 





MACHINE 
SCREWS 


STOVE 
BOLTS 


WwooD 
SCREWS 


TIRE 
BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO.IL. 


Put lt Together With Screws 
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for Retail 
Hardware Stores 


Tone-Phiex Penetrating Varnish 


Is said to seal wood against absorption 
of moisture and foreign materials and to 
penetrate the wood surface. The maker 
states that it does not flake, scrape off, 
scratch or mar and that it requires no steel 
wooling. Produces lustrous finish and may 
be waxed for dancing. It may be used as 
first coat under, varnish, shellac, lacquer or 
wax when high gloss surface finish is 
desired. It is easily applied, cleaned and 
may be applied to oil surfaces. May be ap- 
plied with clean cloth, mop or brush. For 
use on wood, cork, linoleum, composition 
or any porous surface, say the maker. The 
Cromar Co., Williamsport, Pa. 


Crolite Cement 


For mending, wood, china, leather, tile, 
cloth, metal, paper, wallpaper, chairs, bric- 
a-brac, ornaments, picture frames, glass- 
ware, bathroom fixtures, etc. The maker 
states that as an adhesive the cement sticks 
to anything and that it serves as a smooth, 
hard, permanent coating or filler. This 
cement which has been used in electrical 
and radio manufacturing plants, etc., is 
now available in handy cans for household 
and shop use. New handy can is of % lb. 
size and has a snug fitting cover. Contents 
ready for use after stirring and may be 
thinned, with clear water, when necessary. 
Cement dries in short time at room temper- 
ature. Quarter pound can has pink, yellow 











Whats New 














New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


COND . 6 6 44.045 3s ee eo 














and black modernistic label, the same color 
scheme being used on the standard display 
package, which contains thirty-six cans. 
List per can l5c., dealer discount 40%. 
Henry L. Crowley & Co., 1 Central Ave., 
W. Orange, N. J. 





“Stronghold” Plugs 


Screw anchors for heavy pull, for use in 
stone, concrete, brick, plaster, etc. Of 
long fibre hemp, interwoven and reinforced 
with copper wire. When used in very hard 
or glazed stone a screw slightly smaller 
in diameter than the plug should be used, 
otherwise plug and screw should be of the 














same diameter. Length of plug should be 
the same as the threaded part of screw. 
The maker states that “Stronghold” plugs 
are not affected by moisture or temper- 
ature. Made in Switzerland. Palatine In- 
dustrial Co., Inc., 111 Fifth Ave., New 
York City. 


Washburn Catalog No. 224 


This catalog containing 95 pages of il- 
lustrations and descriptions covers the en- 
tire Androck line of hardware, house fur- 
nishings and specialties. In addition there 
are illustrations of display stands and as- 
sortments, as well as some of the packages 
used for such items as lock washers and 
cotter pins. Price information is included 
on some of the Androck line items. Garden 
fence, kitchenware, garden accessories, 
folding chairs, hooks, crab, gopher and 
mole traps, trash burners, bright and brass 
wire goods, screw drivers, lock washers, 
wire baskets, coat and hat hooks, towel 
racks and rollers, dish drainers, window 
cleaners, camp stoves and grids, dust pans 
and many other products are illustrated 
and described. A complete alphabetical 
index is included. The Washburn Co., 
Worcester, Mass., and Rockford, III. 





Dietz “Volunteer” Fire 
Extinguisher List $2.50 


A well made, mechanically reliable ex- 
tinguisher, using standard fluid which is 
effective on oil, gasoline and electrical 
fires, says the maker. It is also said that 
the fluid will not corrode casing or out- 
let nor freeze in cold weather and that 
it is not injurious to rugs, furniture or cur- 








tains and that the fluid is a good cleaner 
and spot remover. All working parts 
strongly and accurately made of brass. 
Each extinguisher provided with bracket 
by which it may be hung up ready for 
use. Standard packing, six extinguishers, 
each in red cellophane wrapped box con- 
tained in shipping carton with attractive 
easeled show card in colors and small sup- 
ply of circulars, also in colors. R. E. 
Dietz Co., 60 Laight St., New York City. 





Steinmetz Travelware Cases 


Are light and sturdy and of smart and 
modern appearance. Available in four col- 
ors in sizes from 14 to 26 in., and are made 
to meet the demand for low priced cases. 
John Steinmetz Sons, 717 Little Bldg., 
Boston, Mass. 
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Always a Big Seller 


Made to give many years of 
satisfactory service. Its dull 
finish is thoroughly galvan- 
ized, electro-zinc coated and 
enameled with a tough 
transparent varnish—a dou- 
ble protection against cor- 
rosion. Attractive appear- 
ance. Always dependable. 


CORTLAND CLOTH—KNOWN FOR 
60 YEARS 





Cortland Gray-Wick is made from Cop- 
per Bearing Open Hearth Steel in our 
own mills where we control every opera- 
tion. Made in 12, 14, 16 and 18-mesh 
from .011 gauge wire both ways. All 
widths in even inches from 18 to 42 ins. 
inclusive. Standard rolls 100 lineal ft. 
Shipped in individual roll fibre cartons. 


Made to comply with specifications 
adopted by "The Bureau of Standards, De- 
partment of Commerce." S.P.R. 122-31. 
Ask your Jobber for prices. 





CORTLAND, N. Y. 




















PURPOSE /) 
MOPSTICK # 


A wet mop holder . . . a brush 
holder . . . a wax appli- 
eator . .. all in one 

mopstick. 








Simple adjust- 
ments make it | 
easy to fasten 
the various at- 
tachments. 
Bright cadmium 


plate finish on metal parts. 

Sanded and waxed hardwood 

handle, 54 inches long. Ac- 

commodates standard width 

brushes. 

Furnished with or without wax 

block and pad. Write for lit- 

erature and complete details. 

i ARCADE 
ARCADE [eae 

FREEPORT 

HARDWARE ...a 
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STANLEY 


, STANLEY , 


NEW BRITAIN, CONN. 


HAND TOOLS 








MAY 11, 1933 
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Maytag Model 10 
Electric Washer 


Has round, duo-tone finished tub of gen- 


erous proportion and Maytag gyrafoam ac- 
tion and zone. Enclosed quiet drive of 
standard Maytag design, driven by full- 
power %4-hp. electric motor. Convenient 
auto-type shift lever starts and stops wash- 
ing action. Tub drained by gravity hose, 
as on previous Maytag model. Maytag- 





built wringer, with all-metal frame enclos- 
ing self-reversing drain plate. Two large 
flexible rubber rolls have automatic ten- 
sion and quick tension release. Four sturdy 
legs, well braced and equipped with large, 
easy rolling casters. Cover of tub has knob 
on two sides, instead of one at the center. 
Suggested retail selling price, $59.50. Also 
available with gasoline Multi-Motor, for 
homes without electric current. The Maytag 
line of washers now consists of eight models 

four electric and four powered with the 
Maytag Multi-Motor gasoline engine. May- 
tag Co., Newton, Iowa. 


Wooster Offers Brush and 
Rubber Gloves in a Carton 


To stimulate brush sales by making paint- 
ing more attractive to housewives, this at- 
tractive combination of a two-inch general 
utility Wooster brush and a pair of Latex 
rubber gloves is offered in an attractive 
carton. Carton has a cellophane window, 
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through which the bright red gloves and 
apple green tone of the brush handle make 
an attractive appearance. Retail value of 
gloves and brush separately is 75c., but the 
combination deal has a suggested retail 
selling price of 49c. Offered particularly 
for the woman wishing to do odd painting 
and refinishing jobs. The Wooster Brush 
Co., Wooster, Ohio. 


Stanley Vise No. 707 

For holding small work. Has strong cast- 
ings which are extra heavy at points of 
strain. Has machine cut steel feed screw 
and two steel supporting rods over which 
is placed an anti-slack spring that is de- 
signed to take out all play in the jaws. 





Anvil and horn add to usefulness of vise. 
Jaws, machined and fitted, are 156 in. wide 
and open to 2 in. Attractively finished, 
steel parts are bright. Body finished in 
black and orange. List price 90c. Dealer 
discount 33 1/3 per cent. The Stanley 
Rule & Level Plant, New Britain, Conn. 


“Boye” Door Check for 
Screen and Storm Doors .- 


Operating entirely on an air principle, 
having no springs nor adjusting screws. 
As door is opened air-operated piston is 
automatically withdrawn, cocking it for ac- 
tion for the next closing. Disengaging 
with attachment on casing permits opening 
door at any extreme angle without having 
any effect on operation of the check. Meas- 





ures 54% in. x 2 in. Finished in bronze. 
All working parts case hardened. Sug- 
gested retail selling price, 50c. Dealer 
cost, $3.75 per dozen. Packed in boxes of 
twelve, with which is included a demon- 
strating display for the counter. The Boye 
Needle Co., 4335 Ravenswood Avenue, Chi- 
cago, Ill. _ 





Ever-Ready Safety Razor No. 19 

Comprises 25 No. 19 Ever-Ready Sets, 
costing dealer $3.25 list, and ten packages 
of Ever-Ready blades, costing dealer $2.60 
list. Total dealer list, $5.85 for deal. Free 
with each deal the dealer receives five Ever- 
Ready blades, list price, 35c., and one 
Ever-Ready shaving brush, list price, $1. 
No. 19 sets have a special list price of 19c., 
including an improved gold-plated Ever- 
Ready razor and two Ever-Ready blades 
packed in an attractive black and maroon 
case. Head of improved Ever-Ready opens 








Combination Deal 


from the front instead of from the rear as 
in previous models. Brush is given free 
only on the understanding that it is for 
window and counter display. Complete 
with each deal is one vending card, 
AL5-79; two side cards, AL5-77 and AL5- 
78; one window paster, AL8-29. Upon re- 
quest there is also AL1-20 for this deal. 
AL5-79 equipped with dummy cartons, 
dealer inserting a sample of complete set 
in center. American Safety Razor Corp., 
303 Jay St., Brooklyn, N. Y. 
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A SCREEN SENSATION! 


Lip-in Fly Screens 


Frameless—All Metal 


Another big profit maker for hard- 
ware Dealers. Many outstanding im- 
provements over both old and newer 
types of screens. 

Zip-in Screens sell at prices that 
compete with mill-made, wood- 
frame screens. 

Fewer sizes required to meet 
the needs of your customers. 
No fitting required. 













This shows a 
Zip-in Screen 
complete and 
ready for in- 
stallation. 


No Rollers 
No Guides 


No Built-in 
Box 






Pat. 
Pending 


and quickly installed 


Conveniently Stored 
Each Zip-in is packed in a 3” 
square container which is also 
used for storage purposes. 


Easily 
from the inside. Only 4 screws 
to place—a screwdriver is the 
only tool required. No paint- 
ing or other maintenance ex- 
pense. 


THE CINCINNATI FLY SCREEN CO. 





INSTRUCTIONS 





-:- Gest and Evans, Cincinnati, Ohio 





Stock 


and Profit with 


UALITY 


" fwd Eos’ [ost Pay 


LOOK FOR THE Gab" LABEL - - YOUR PROTECTION AGAINST SUBSTITUTION 


148 16 Mesh 

Continued preference with — buyers everywhere, and the increasing sumber 
fone St py 
4 OGAWIT euch Ln ended Ge me CCAP uss puny @ tually — 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America's Oidest Woven Wire Factory - Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Hl h d G 
a Galvanized Steel Wire Cloth LJ a Meshes | es and Gauges | 





MAY 11, 1933 


} No Frames | 





ee 
NE) Poor Door Check 


néetaila. at 5o0¢ 


For All Screen and Storm Doors 


Patent 
Pending 





Neat in Appearance, Bronze Finish, 512” Overall 


LOOKS and ACTS like a*2°°TTEM 


NO ADJUSTMENT NECESSARY 
eee ea 
Packed in individual cartons, $3.75 
1 dozen in box, at......... 
Counter display door furnished without charge 
Season is Here - Order Now 
The BOYE NEEDLE COMPANY 


4343 Ravenswood Avenue CHICAGO 
MAKERS OF STAINLESS STEEL KITCHENWARE, HOUSEHOLD SPECIALTIES 

















Variety and 
Department 
Store has been 
waiting for this 
peucil to mark 

Cellophane packages 


Customers need 
this CELLOPHANE 
Pencil 


Check for 
Samples : 




















Ostack Oren CObstwe COcreen 
Name 
Address 
;' City State 
PENCIL ———— 
Loic ==... PHILADELPHIA. 
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Raybestos “Quikflame” 
Asbestos Wicks 


For all types of oil stoves using 15 in. 
wicks. Wick is of open mesh design with 
each individual strand providing a separate 
flow for the oil, making vaporization easy 
and quick, providing a strong, blue flame 
and absorbing only the correct amount of 





oil to properly balance rate at which oil 
is vaporized and consumed, says the maker. 
In %-in. widths suitable for all styles of 
range burners with open mesh making 
“notching” unnecessary. This width can 
also be used on small portable stoves. At- 
tractive display carton. Raybestos-Manhat- 
tan, Inc., Raybestos Div., Bridgeport, Conn. 





Coburn “Easy-Lift” Overhead 
Type Garage Door Line 


Doors, balanced by means of a counter- 
weight, use no springs. Patented com- 
pensator maintains perfect balance while 
the door is being opened or shut. Com- 
pensator poised above center of door, con- 
sists of compound cone on which door 
cables and counterweight cables wind and 
unwind as door is opened or closed. In- 
creasing or decreasing diameters of cable 
windings cause effective counterweight bal- 
ance to vary and equalize the changing ef.- 
fective weight of door. Counterweight oper- 
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ates in guides enclosed in pressed steel box 
attached to the jamb. Weight can be 
placed at any convenient location by run- 
ning cable to that point, if there is not 
sufficient room at the door jamb. Roller 
guides are of standard channel iron secured 
together with spacing clips. Track can 
be straightened quickly and easily if a car 
hits and bends it. Rollers of solid cold 
rolled steel, with brackets attached to 
hinges at side of door, so that they may be 
adjusted. Standard rim night latch with 
cylinder lock included in all sets of hard- 
ware, may be master-keyed or keyed alike 
with other locks at slight additional cost. 
Two section doors, 8 ft. x 8 ft. and larger 
sizes require 8% in. head room. Four sec- 
tion door (special) requires 14 in. head 
room for 8 ft. x 8 ft. door while larger 
sizes requires 17 in. Four section door 
(regular) requires 17 in. for 8 ft. x 8 ft. 
while larger sizes require 20 in. The com- 
pany also offers an inexpensive set of 
hardware utilizing counterweight enabling 
converting set of swinging or sliding doors 
into a one piece “Easy-Lift” door. The 
Coburn Trolley Track Mfg. Co., Holyoke, 
Mass. 


Triangle Price Card Holder 


Is of lead and is olive green finished. 
Coil for holding price card is of German 
silver, annealed wire, to withstand nu- 
merous bendings. The maker states that 
it will not tip and that the coil will not 
break off. Card may be placed upright in 


. i 
‘f id : ail 
' CAI ; AN “ft 
: ’ mo 
. 
oN 


cy} ae 
holder ‘ 





coil, or at any angle. Holder may also be 
inverted so that card is hung downward, 
from edge of wall shelving, etc. Size and 
shape permit use of several holders for 
larger and heavier cards. Dealer cost, 33 
for $1.00. Distributed by A. W. Dow, 
Baldwin, N. Y. 


Horton Washer Features 
Safety Wringer 


A new and outstanding feature of Hor- 
ton Deluxe model No. 1 washer is the Auto- 
Safe wringer, employing four rolls instead 
of two. Clothes are fed into the wringer 
in the same manner as with the conventional 
type. In case fingers should be drawn be- 
tween the rolls automatic overload release 
operates instantly, rolls part and revolving 
motion stops. It is said that even though 
the hands should be drawn between the 
rolls the tension is such that the slight 
squeeze experienced is not painful. As 
clothes pass between the first two rolls most 
of the soap is removed. They pass on the 
clothes for a second pressure cleansing be- 
tween the upper rolls where a greater pro- 


4 
AUTO-SAFE 
WRINGER 





portion of water and soap is removed. In 
addition to the automatic overload release 
which avoids the possibility of jamming. 
damage, or accident, there are two release 
levers at the top of the wringers, either one 
of which will part the rolls and instantly 
stop the revolving of the wringer. There 
is no reverse lever since it is never neces- 
sary to change the direction in which the 
rolls are operating, although the clothes 
may be fed from either side. Protector 
plates prevent handkerchiefs and other 
sheer articles from sticking and wrapping 
around the rolls. Water drains correctly 
no matter from which side clothes are fed. 
Wringer also affords complete visibility be- 
cause of its compact design and low posi- 
tion relative to the tub. Clothes emerge 
from the top and may be deflected in either 
direction desired. Rolls are of the highest 
quality semi-soft balloon type. 12 in. long. 





Wringer casing is of die-cast aluminum and 
non-corrosive metal construction is used 
throughout, with oilless bronze bearings. 
The line also includes custom model No. 2, 
Standard model No. 3 and gasoline-powered 
washer model No. 4, all of which have the 
latest wringers of conventional type with 
full balloon rolls and other modern fea- 
tures. Illustrations show safety wringer 
feature and model No. 2. Horton Mfg. 
Co., Fort Wayne, Ind. 
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Greatest Value Ever Offered in a 
GOOD" Fire Extinguisher 
Sells far $750 


Dietz has met both quality and low price 
requirements in this new extinguisher. 
It’s a bright new item and a seller that 
you cannot afford to overlook. 

All working parts made of brass. Holds 
one pint approved Dietz Fluid. REFILL- 
ABLE. Projects stream 20 feet. Effective 
on oil, gas and electric fires. Fluid does 
not injure rugs, furniture or curtains. 
Stock through your Jobber. Display Card 
oe Counter Circulars in each Carton of 
R. E. DIETZ COMPANY 

NEW YORK 


Makers of Lanterns for the World—Founded 
1840. Output Distributed Through the Jobbing 
Trade Only. We Do Not Sell Mail Order Houses 
and Chain Stores. 











HOPPE’S No. 9 frees 
the lead deposits 
in a gun barrel 


Leading is dangerous. It 
slows up speed, ruins accu- 
racy, and forms a hiding 
place for rust. 


HOPPE’S No. 9 


loosens lead in the gun bore 
and the cleaning patch re- 
moves it. Every gunner 
wants HOPPE’S NO. 9 to 
clean his gun. 


Wherever shown, our 
Counter Display, holding one 
dozen 2-o0z. bottles, makes 
continuous sales. 





HOPPE’S LUBRICATINC OIL 


The Oil that won’t gum, is best for guns, fishing reels and 
all light mechanisms. In 1 and 3 oz. cans. 


Order Displays from Your Jobber 


Send for a supply of our Gun Cleaning Guides to give your customers. 


FRANK A. HOPPE, Inc. 
2314-H N. EIGHTH STREET PHILADELPHIA, PA. 


REPRESENTATIVES 
Ed. W. Simon Co., Inc., 302 Broadway, New York City. 
H. L. Bowlds, Mason Theatre Building, Los Angeles, Calif. 




















INDLENGROS 


TRADE MARK REG. US. PAT. OFFICE 


STEEL BELT LACING 




















MAY 11, 


More Reliable 
Belting Service 


The great sur- CS 

plus strength of = 
Alligator Steel 
Belt Lacing pro- 
vides long unin- 
terrupted belt- 
ing service. The 
powerful com- 
pression grip produced in clinching 
the teeth, prevents friction and ply 
separation in the belt ends. This 
favorite lacing is quickly and easily 
applied and is reliable in practically 
every service on all types of flat belt- 
ing. Order from your jebber. 
FLEXIBLE STEEL LACING CO. 
4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, 


1933 
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SUPERIOR 
BRAND 


Hardware 
Cloth 


Copper Bearing 
Steel 
Standard 


Size Wires 


It costs no more for 


this quality prod- 
uct. 


At your jobber 


G. F. WRIGHT 
STEEL & WIRE CO. 


Worcester, 
Mass. 

















Planet Jr. Jiffy Hoe 


For weeding and cultivating. Has strong, 
straight-grain ash handle, adjustable to any 
height. All steel parts sturdy and durable. 
Wheel rides over rough spots, steadies tool 
and keeps the teeth working at the right 
depth. Teeth of Planet Jr. design draw 
into ground just right and push easily 














through soil. List price, $2.00. A turning 
plow can be had for the Jiffy-Hoe, list 75c. 
extra, for light plowing or hilling. Wheel 
and handle crosspiece may be removed and 
the cultivator attachment turned around to 
make a handy cultivator for flower beds. 
S. L. Allen & Co., Inc., Fifth St. and Glen- 


wood Ave., Philadelphia, Pa. 


Eveready Flashlight 
Merchandiser 


Occupies two feet square of counter 
space and exhibits Eveready flashlights, 
Wallites, candle light, pocket lights, mini- 
ature lanterns and flashlight batteries 
and lamps. Front of merchandiser holds 
and displays: 11 tubular flashlights, 2 Wal- 
lites, four to six assorted electric candles, 
pocket lights and lanterns, 48 No. 950 
batteries and 30 flashlight lamps. On the 


EVEREADY 


FLASHLIGHTS & BATTERIES 
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side is a battery and bulb tester, while 
the back is open providing storage space 
for extra cases, batteries and lamps. Na- 
tional Carbon Co., Inc., 30 E. 42nd St., 
New York City. 





Improved Sterling Red Head 
Gold Band Bale Ties 


Are now finished by the Sterling Process 
method using special analysis combined 
with special annealing process. Have a4 
clean, smooth, satin finish, free from poi- 
sonous iron oxide scale. Ties are annealed 
without burning the wire, therefore in- 
creasing strength and flexibility, says the 
maker. Paraffin coating applied to each 
tie to protect against rust. The maker 
states that there is no cracking of scaly 
surface, where the wire is twisted in form- 
ing the loop on each tie. “Spiral Wrap” 
used in bundling these ties stiffens bundle, 
making it easy to handle. The wrap can- 
not slip out of place. When used it is 
only necessary to cut the wire at head of 
bundle, “Spiral Wrap” springing back of 
its own accord. The new Sterling Bale 
Tie Splicer Bundle eliminates necessity of 
wasting full length ties for splicing, speeds 
up production, saves time and is easily 
handled. Splice wire length, 10 inches. 
Available in 14, 15 and 16 gage. Packed 
one hundred to a bundle, twenty-four bun- 
dles to a shipping carton. Northwestern 


Barb Wire Co., Sterling, III. 





Fay Diamond Model 
Electric Floor Machine 


A single compact machine which pol- 
ishes, waxes, scrubs and resurfaces wooden, 
linoleum, rubber, cork, plain and patterned 
floors. Fay Diamond Model designed to 
place twenty pounds of weight directly 
over its two revolving brushes. Said to 
have necessary weight, portability, balance 





and speed to easily and quickly take care 
of floor surfaces. Has quiet air-cooled uni- 
versal motor, operating at speed of 8000 
r.p.m., developing a driving force of near 
a quarter horsepower. Operates two 
brushes six inches in diameter. Employs 
six high-grade ball bearings. Operates from 
lamp socket or convenience outlet. Has 
pistol grip handle with toggle switch, 
molded rubber bumper for providing pro- 
tection of finished surfaces. Brushes in- 





clude, two palmetto fibre waxing brushes 
and two gray tampico fibre polishing 
brushes. Standard equipment includes two 
sets of brushes, a twenty-five foot length 
of cable, a lamb’s wool wax applicator, a 
quart can of special liquid wax. Extra ac- 
cessories offered are: bassine fibre brushes 
for scrubbing, steel wire brushes for con- 
crete, stone, terrazzo and rough tile floors, 
sand paper discs, steel wool pads, and pol- 
ishing pads. Retail price, $65.00. Fay Co., 
Inc., 130 Madison Ave., New York City. 


Master “Strong-Boy”’ 
Laminated Padlock 


Having a suggested retail selling price 
of 25c., has a 16 plate 1% in. Master 
laminated case, possessing strong spring 
security, 15 different key changes, high 
carbon steel shackle of 1% in. diameter 





with % in. inside vertical clearance. Two 
embossed, nickel plated flat steel keys, 
keyed-alike or master keyed without ex- 
tra charge. Individually packaged. Twelve 
Strong-Boys-packed in attractive sales dis- 
play printed in three colors. Display and 
lock are illustrated. Master Lock Co., 
Milwaukee, Wis. 


Universal “Red Star” Specials 

Are illustrated and described in circular 
matter issued to assist dealers in planning 
special campaigns with electrical appliances 
that will carry prices to attract favorable 
attention and build up sales without sacri- 
ficing profits, says the maker. These are 
key items taken from regular stock staples 
and permit special sales prices to be put 
them. Sheets give list prices, new and 
former; dealers cost and profit as well as 
minimum suggested special sale price. In- 
cluded are Universal E7976 automatic heat 
controlled iron, E79376 electric percolator, 
No. E79312 Turn-Easy Toaster, No. E7104 
electric waffle maker and three-heat warm- 
ing pad, No. E9147. Landers, Frary & 
Clark, New Britain, Conn. 
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FORSTNER 


Labor Saving 


AUGER BIT 






Bores Any Arc ow 
of a Circle "“l Many 
Y New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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Keystone Copper Steel Sheets 
In Hardware and Supply Trades 
Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work—Keystone Copper 

Steel gives maximum rust resistance. 

Insist upon AMERICAN Black Sheets, 
Keystone Rust Resisting Copper Steel 
Sheets, Apollo Best Bloom Galvanized 
Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 


This Company also manufactures U S S STAINLESS and Heat Resisting Steel Sheets 
and Light Plates for ail uses to which these products are adapted. 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 
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~~(CHICAGO)— 
SPRING HINGES 


(A Type For Every Requirement) 


‘‘Triplex’’ 
Spring Hinges 
For 
Lavatory Doors 


When marble is cut for 
the hinges of lavatory 
doors there is always the 
risk of breaking or de- 
Type 22 facing it. 





This danger and expense is avoided when 
“TRIPLEX” Lavatory Spring Hinges are used. 

The Adjustable Clamp Flanges in these hinges 
offer a protection against variations in the thick- 
ness of the marble partitions. 


Send for Catalogue No. H 47 
Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S. A. 

















WORLD-WIDE ACCEPTANCE 





Star HACK SAWS are 
recognized as the greatest 
hack saw value by experi- 
enced mechanics in every 
corner of the globe. 
















From special flexidles to all 
hards and from light power 
to the new” Moly” hand and 
power blades—there's a Star 
blade for every purpose— 
each one a leader. 


Sell Star Blades—they lead 
in acceptance. Ask your 
jobber about them. 


STAR HACK SAWS 


CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 














The Mark of Quality 
In Wiring Devices 


The Circle F Trade-Mark is 
your guide and assurance of 
absolutely dependable Elec- 
segues trical Wiring De- 
wemmsteeem vices. Ask your 
Jobber to supply 
you with Circle F 
products. 
Circle F Mig. Co. 
Trenton N. J. 








Ne. 608 Table Tap 








LUSTROUS STOVE PIPE 


and Aluminum 


Nickel 


CHROME — finest ob- 
tainable — never needs 
polishing. NICKEL— 
attractive, moderate 
price. ALUMINUM— 
24 gauge pure aluminum. 
Send for prices and descrip- 
tion. 


In Chrome, 





Attractive profits 


Ballonoff Metal Products Co. 
6407 Woodland Ave. Cleveland, Ohio 

















“STRONCHOLD” PLUG 
GED The Fibre Screw Anchor 


for Heavy Pull. . 


Made of _long-fibre 
hemp braided, inter- 
woven and reinforced 
with Copper wire. 
Holds securely in any 
material, concrete, 
brick, plaster, etc. 
All sizes. Distribu- 
tors and Representa- 
tives wanted. 


PALATINE Industrial Co., Inc. 
111 FIFTH AVE. NEW YORK 


— 














NEW LOW 
PRICES 


Sliding Door 
Hardware and 
Overhead Doors. 
A profitable line 


= 











_ 
OBURN TROLLEY TRACK MFG. CO. 
Holyoke, Mass. 





to handle. Write 
for catalog and 
prices. 
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nds anything—wood, metal, 
glass, cloth, 
paper, etc., ete. Ready to 
use right from can. 

25¢ cans. Liberal trade dis- 
counts. Ask your jobber or 
write us. 


HENRY L. CROWLEY & CO. 
West Orange, N. J. 


Me 
leather, tile, 
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Wao MakesIir? 


Mitrorp Center, Onto: Furnish ad- 
dress of the Wetter Co., makers of the 
Gothic range.—Taylor Hardware Co. 

ANSWER: H. Wetter Mfg. Co., 
Memphis, Tenn. 

* * oe 

Tyter, Texas: Furnish name and ad- 
dress of the manufacturer of Ulster 
brand cutlery —Wood & Wood. 

ANSWER: Dwight Divine & Sons, 


Inc., Ellenville, N. Y. 
(See H. A. Sept. 29, 1982, p. 123) 
* & & 


Danbury, Conn.: Who makes nickel 
plated numbers 1% inches high?— 
H. E. Meeker. 

ANSWER: H. W. Knight & Son, 
Seneca Falls, N. Y. 


* * 


PuHILapDELpuiA, Pa.: Who makes three 
inch pipe bending springs?—W. H. & 
G. W. Allen. 

ANSWER: Chas. Fischer Spring Co., 
242 Kent Ave., Brooklyn, N. Y.; Wal- 
lace Barnes Co., 118 Wallace St., Bris- 
tol, Conn., and Hunter Pressed Steel 
Co., Lansdale, Pa. 


*+ + 


Bripceton, N. J.: Who makes the 
Comfort gasoline iron? — Pearl St. 
Garage, Inc. 

ANSWER: National Stamping & 
Electric Works, 3212 W. Lake St., Chi- 
cago, Ill. 

(See H. A. Sept. 29, 1932, p. 119) 
* *& # 

PHOENIXVILLE, Pa.: Furnish names 
and addresses of several manufacturers 
of caulking guns.—Acker & Fry. 

ANSWER: Pleco Products Co., Front 
St. and Lehigh Ave., Philadelphia, Pa., 
and Lastik Products Co., Inc., Oliver 
Bldg., Pittsburgh, Pa. 

* *& # 

Cuicaco, Int.: Who makes a bath 
room scale to retail for about $5?— 
Goodkin Hardware Co. 

ANSWER: Hollywood Scale Co., 
1107 Broadway, New York City; Jacobs 
Bros. Co., Washington St., Brooklyn, 
N. Y., and Hanson Scale Co., 525 N. 
Ada St., Chicago, IIl. 

* * ro 

PuiapetpHia, Pa.: Who makes 
Ready-Phones for private house use?— 
The Dickinson Hardware Store. 

ANSWER: Connecticut Telephone & 
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Electric Corp., Meriden, Conn. 


Information regarding sources of supply as provided readers of Hardware Age 
by the Who Makes It? Editor is here presented as an aid to others in the trade 
who may be seeking the same articles. 
selected because of their general interest to hardware merchants and buyers. 
editorial feature in each issue supplements the service rendered by the “Who 
Makes It?” issue published on Sept. 29, 1932. 
when writing to the firms mentioned, will state that they saw the product listed in 
the Hardware Age ““Who Makes It?” section or issue. 


The inquiries reproduced have been 


It will be appreciated if readers, 


Jackson, Miss.: Where can we pur- 
chase open stock patterns of china simi- 
lar to the grades handled by the chain 
stores? We do a very large volume 
of business in heavy weight, vitrified 
china, and could turn a nice volume of 
popularly priced decorated china if we 
could locate a place where we could 
buy this in open stock. — Addkison 
Hardware Co., Inc. 

ANSWER: W. S. George Pottery Co., 
East Palestine, Ohio. — 


es @ ¢ 


Rwwcewoop, N. J.: Furnish names of 
several manufacturers of oil burners 
for use in coal kitchen ranges.—Ridge- 
wood Hardware Co. 

ANSWER: Silent Glow Oil Burner 
Corp:, ~ Hartford, Conn.; Townsend 
Burner Division of Alaska Freezer Co., 
Inc., Winchendon, Mass., and Florence 
Stove Co., Gardner, Mass. 


* + 


New York City: Who makes a toy 
known as the Yo Yo?—Morea & Co. 


ANSWER: Correct name is Bear 
Yo-Yo Sales & Mfg. Co., 117 E. 4th 
St., Kansas City, Mo. 


* @ © 


Dover, N. H.: Who makes a floor 
brush having an oil tank on its top?— 
J. Herbert Seavey. 


ANSWER: Standard Oil Co. of New 
York, 26 Broadway, New York City; 
Geo. H. Garnet Co., Allentown, Pa., and 
Metal Bound Brush & Broom Co., 119 
E. Pearl St., Cincinnati, Ohio. 


* + 


BirMINGHAM, Ata.: Where can we 
purchase nickel salts and supplies for 
small electro plating outfits? — Five 
Points Hardware Co. 


ANSWER: U. S. Galvanizing & Plat- 
ing Equipment Co., 32 Stockton St., 
Brooklyn, N. Y., and Bennett & Seeley, 
Inc., Bridgeport, Conn. 


* * * 
Lynn, Mass.: Who makes the Bull 
Dog door fastener?—A. D. MacAdam. 


ANSWER: Casement Hardware Mfg. 
Co., Chicago, TI. 
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: Moe’s Fertilizer Spreader | |.) | 
° _ y Moguls || Red Shield a | 


grass seeds. Quick ad- 


SILVER LAKE ead 


MASSACHUSETT 











justment to make a light, 


medium or heavy appli- 
cation or can be complete- 
ly shut off. Special Dise 
Agitator prevents clog- 


ging and operates with 






remarkable ease. 


Two sizes—Junior at | 
$2.75. Standard at $6.00 
retail. Slightly higher 


on Pacific Coast. Write 
for Catalog and Prices. 


d HoEFT & COMPAN Tue Stanparp Too (o. 


™ 2305 Davis Street North Chicago, Ill. “—" York Chieage 





of $9.15 . $6.00 


TWO SIZES 

















CLANCY Galvanized “We Wouldn’t Think of Using Anything Else” 
Says Report Coming from Users of 





Fast-Moving Profitable 





















































ir ; : — 
h Spring Merchandise 
ow =—ar2/, Soldering & Tinning Flux 
Satisfied Customers (ee The old favorite for 25 years. | It’s 
=a - We avore ecause 0) ts superior 
R + Busi Rubyflnid i fluxing qualities, non-corrosive fea- 
ee compnarion [| tures, and it’s free from objection- 
Cw \';) able fumes. makes cleane 
ALL SIZES SOLDERING 2s TINNING? WW") ~~ tighter + and more lasting joints. 
FLUX Oh: Now available in 3 forms—liquid— 
PROMPT SHIPMENT FoR ALL METALS ‘4)  Paste—Core Solder. 
Ask Your Jobber = i Send for free samples. 
P The Ruby Chemical Co. J ° 
j. R. CLANCY, Inc. caine The Ruby Chemical Co. 
1 N Y k suai 58 McDowell St. 
) Syracuse, New Yor Columbus, Ohio 











ERAT ES RES SOC IR RRR 
® Craftsmanship in Handles a 
Pattern (Shape), workmanship, and 
quality throughout are the features of 
good handles — are the features of 

Sallee handles. 


Some of our craftsmen have been on 
the job for over 25 years. 





DIAMALLOY | 






The Diamalloy featherweight 
adjustable wrench is made 
from a special high grade 
alloy steel of remarkable 















| Ponce d go The vy 
ally measures thinner 
th th Id ttern, yet i 

THINNER fi] sy, te old ater, yt i SALLEE BROTHERS 

BETTER other wrenches will not and Hickory Handle Manufacturers 

withstands the severest 

s strain. Pocahontas, Ark. 

sanieanes be. ea “From treadmill to modern plant production” # 











4622 Grand Ave., Duluth, Minn. 





MAY 11, 1933 77 


















7 
i 





Nl 


i" 












U.S 


CHICK 
FEEDER 


Always holds enough for 
drinking and feeding—never 
enough for drowning. 
either pint or quart fruit jar. 
Dark blue Porcelain finish. 


Rust Proof 
Non-Poisonous 


LAST A LIFETIME 
Packed 3 doz. 
Ask Your Jobber 


UNITED STATES STAMPING CO. 


QUALITY ENAMELED WARE 


SANITARY 
@ ENAMELED 


Fits 


Wt. 18 Ibs 


MOUNDSVILLE, W. VA. 








Stoc 





sects. 





Cleveland 


Made by a Firm with 93 years 


k 


NON-A 


met 


UTOX assures SAFE, EFFICIENT and ECO- 
NOMICAL control of beetles and leaf-eating in- 


It provides positive protection for vegetables, 


tobacco, fruit, etc. 
your Jobber—or write us. 


The Grasselli Chemical Company 


Incorporated 


Nationally advertised. Order from 


Ohio 





Of Chemical Expervence 
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] HE “Who Makes It” Edi- 


tor will be glad to help you 
in your search for the name 
of the manufacturer of that 
product you are interested in. 


If you do not find it or 
it’s trade name listed in the 
eurrent Directory Number, in 
all probability it has been 
incorporated in the revised 
listings that are being pre- 
pared for the next issue of 
the Directory Number. Many 
such ehanges are being made 
daily and the listings brought 
up to date. 


If your current Directory 
does not give you the infor- 
mation you seek, write the 
“Whe Makes It” Editor. He's 


at your service! 


AAA 


)) 
AT YOUR SERVICE f ) 
gy 


HARDWARE AGE 


239 West 39th St., New York City 

















Convention Calendar 


Week of May 21, 1933 


Sixty-sixth Semi-annual Convention of the American 
Hardware Manufacturers Association, and the Forty-third 
Annual Convention of the Southern Hardware Jobbers As- 
sociation. Joint Meeting. Memphis, Tenn. Headquar- 
ters: Hotel Peabody. May 22, 23, 24 and 25, 1933. Sec- 
retary, Manufacturers Assn., Chas. F. Rockwell, 342 Madi- 
son Ave., New York City. Secretary Jobbers Assn., T. W. 
McAllister, Grant Bldg., Atlanta, Ga. 


Week of June 4, 1933 


THE HARDWARE ASSOCIATION OF THE CAROLINAS Con- 
VENTION, Hotel Goldsboro, Goldsboro, N. C. June 6, 7 
and 8, 1933. Arthur R. Craig, secretary-treasurer, 803-5 
Commercial Bank Bldg., Charlotte, N. C. 


Mississipp1 RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, 27th Convention, Robert E. Lee Hotel, Jackson, 
Miss., June 5, 6 and 7, 1933. Guy Nason, secretary- 


| treasurer, Starkville, Miss. 





Week of June 11, 1933 


AMERICAN QOrL BurRNER AsSOCIATION 10TH ANNUAL 
SHOW AND ConvENTION, Hotel Stevens, Chicago, Ill. June 
12, 13, 14, 15, 16, 1933. Secretary’s office, 342 Madison 
Ave., New York, N. Y. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Francis Hotel, Monroe, La., June 12, 


| 13 and 14, 1933. J. C. Ritchie, secretary, Box 532, Rus- 


ton, La. 


Twenty-fourth Annual Congress National Retail Hard- 
ware Association, Knickerbocker Hotel, Chicago, III. 
Week of June 12, 1933. Herbert P. Sheets, managing di- 
rector, 915-935 Meyer-Kiser Bank Bldg., Indianapolis, 
Ind. 


Week of July 9, 1933 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociaTION, Convention and Exhibit, composed of Ala- 
bama, Florida, Georgia, and Tennessee. Atlanta, Ga. 
Ansley Hotel, July 11, 12 and 13, 1933. Walter Harlan, 
secretary, 1450 Piedmont Ave., N. E., Atlanta, Ga. 


Week of Sept. 17, 1933 


Thirty-second Annual Convention and Exhibition, Penn- 
sylvania and Atlantic Seaboard Hardware Association, 
Washington Auditorium, Washington, D. C. September 
18 to 23 inclusive, 1933. W. Glenn Pearce, managing di- 
-ector, Wesley Bldg., 17th and Arch Sts., Philadelphia, Pa. 
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Turn these Drips 


into Quick Profit and 
Good Will for Your Store 
Relieve property cwners in your vicinity completely of the 
burden leaky faucets put on their backs. The PERFECTION 
stops leaks fast and sure. Entirely 
new principle—the washer doesn’t turn, 
so it seats better, lasts longer. 

Self-Starting Sales Display Easel 
makes quick 15c sales. Features 4 
sizes: %-in.; %-in.; %-in.; %-in. 
Don’t delay your PERFECTION profits! 
Order from your jobber. Jobbers 
write for Discounts. 


DUCHARME PRODUCTS, INC. 
619 Western Reserve Bidg., Cleveland, 0. 


PERFECTION WASHERS 


Non-Friction Floating 





















e VALUES 
al 20° “Tses oF PURE. 


<q OIL COLORS 


Best pat, apeet value ever offered. 
| 16 colors. Stunning, self-selling display. 
Over 60% profit. 


ww | Also Complete Range of Col- | 0° 
| ors in tubes retailing at only 
| Dealer’s Complete Assortment includes 
Jade Green oy Metal Stock-Display 
a . 


= te PO 
| Cabinet. Big p 
r | (Prices slightly higher West of the Mississippi and South of 
| Tennessee.) 
a | 
| 
| 





Order from Your Jobber Now. Jobbers—write for discounts. 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
5817 Kinsman Road, Cleveland, Ohio 











An Unfailing “gy Wrench 


When a motorist faces an emergency the 
B. & C. Adjustable “S” Wrench comes to the 
rescue. It secures or releases different size nuts 
as quickly as “Peppy gas” starts a car. Reaches 
places where ordinary wrenches are useless. 

Good, profitable seller. 
Sizes 6” to 14”. 


PEGs ORE rans isk your Jobber 
pi BEMIS & CALL CO. 
SS Springfield Mass. 


Bommer 
Checking Floor Hinges 


Suitable for 
all sizes 
exterior and 
interior metal 
or wood doors 





Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N. Y. 








They are fast sellers 
because they can be used 
with or without a hammer 


Moore 
Aluminum Push-Pins 


To hang up things —- marring woodwork 
or walls, 


& for 10 cents 


Show the new small Counter Display containing twelve 
window-front packets. Ask your Jobber. 


MOORE PUSH-PIN CO. 


113-125 BERKLEY STREET PHILADELPHIA, PA. 

















OFAIN TAPES— 
RULES and TOOLS 
_ Ea 


Best quality prod- 
ucts for every meas- 
uring requirement. 


THE LUFKIN fpULe C9. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 



















1 GRAB THE BIG 
ONES AND THE 
LITTLE ONES 
ARE EASY 











YOU CAN MAKE MORE MONEY WITH 


FLORENCE 


: Gas Ranges 


Oil Ranges : Ovens 


Heaters and Range Burners 


FLORENCE STOVE CO., GARDNER, MASS. 


ESTABLISHED 1872 


MAY 11, 1933 











N attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT . : CONN. 

















CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES - 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum ef 50 words... $3.00 
Each additional word........ 06 

All Capitals, Minimum of 50 words.. 4.00 
Each additional word............ .08 

Allow Seven Words fer Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





BOXED DISPLAY RATES 
DB tmth ccccccece. -coccseccccccc ee 
Each additional inch............-.- 4.00 
Discounts for Classified Advertising 
4 insertions,10% off,8 insertions,15% eff. 
Due to the special rate, these discounts de 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every ether 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 

















BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


POSITIONS WANTED 








WARREN FIXTURES FOR SALE— 
Sample room fixtures for delivery June first. 
75 teet wall fixtures, nail counter, cutlery 
case, five display tables, screw case and other 
Store accessories. Never been used. Original 
cost $2,000. Price $800. Packing and crat- 
ing for shipment, extra. J. D. Warren Mfg. 
Co., 1471 Merchandise Mart, Chicago, III. 


FOR SALE OLD ESTABLISHED HARD- 
WARE business and modern store and warehouse, 
in small nadian city. Normal turnover. 
$75,000. Stock $30,000. Can be bought right. 
Exchange at present rate makes proposition ex- 
tremely interesting. Would consider selling con- 
trolling interest. Address Box B-114, care of 
Harpware AGE, New York City. 


FOR SALE—A FIRST-CLASS UP-TO-DATE 
Hardware and Housefurnishing Store also hand- 
ling radios; located about 20 miles from New 
York on the main business street of a very fine 
New York town. Must act at once. Address 
ih B-120, care of Harpware Acz, New York 

ity. 


_FOR SALE—HARDWARE AND PAINT 
STORE. Old-established in village of 5000 on 
south side of Long Island. Good opportunity. 
Address Box B-125, care of Harpwape Ace, New 
York City. 


























SALES REPRESENTATIVES WANTED 


LOCKS’ AND BUILDERS’ HARDWARE 
SALESMEN WANTED—A prominent eastern 
manufacturer of national reputation, selling hard- 
ware jobbers and dealers, has available, on a 
straight commission basis, local territories, one 
each at Denver, Kansas City and Indianapolis, 
and surrounding trading areas. No objection to 
handling other non-competing lines. State ex- 
perience, age, etc. Address Box B-123, care of 
Harpware Ace, New York City. 


AN OLD-ESTABLISHED CHICAGO MANU- 
FACTURING COMPANY making door guards 
and burglar-proof window ventilating locks de- 
sires representatives who have contact with whole- 
sale hardware jobbers, large retail hardware and 
department stores. Liberal commission. State 
territory covered, lines handled and references. 
Address Box 7501-A, Harpware Ace, 802 Otis 
Bldg., Chicago, II. 


SALESMEN WORKING PENNSYLVANIA, 
OHTO, WEST VIRGINIA, or parts thereof. 
Real chance to make nice side money handling 
fast-selling patented article to hardware, drue and 
department stores. Liberal commission. Refer- 
ences required. Specify territory regularly cov- 
ered. J.A.F., 135 Lancaster Ave., Buffalo, N. Y. 


SALESMAN WHO TRAVELS ALL OF 
CONNECTICUT and owns car, familiar with 
the hardware and paint store trade, to sell ladders 
and hardware on commission as side line if does 
not conflict. State age and experience. Address 
Rox B-122, care of HArpware Ace, New York 

ity. 


ROPE SALESMEN WANTED—MANILA 
ROPE sideline; long-established trade New Jersev, 
New York State; 5% commission. Write fully 
giving references. Address Box B-39, care of 
Harpware Acr, New York City. 


WANT SALESMEN TO SELL to hardware 
jobbers an article that retails for $1.00: liberal 
commission paid; several good territories still 


oa Automatic Rubber Company, Columbia, 




















80 


SALESMAN desires to represent reputable 
manufacturers of non-conflicting lines throughout 
South America and the West Indies. Ten years 
of experience calling on the trade for four other 
well-known American manufacturers. Commis- 
sion basis with small monthly advancement. 
When replying please give full particulars of line 
in first ietter. Address Box B-100, care of 
Harpware Acz, New York City. 


GENTLEMAN WITH LARGE FOLLOWING 
calling on hardware and housefurnishing —s 
also chain stores in New York for the 





ast 12 
years, is ready to represent manufacturers in 
such lines. Have showroom on Fifth Avenue 
and am able to carry stock in New York. Ad- 
dress Box B-124, care of HArpwaAre Ace, New 
York City. 


A WELL-ESTABLISHED SALES OFFICE 
calling on hardware and janitor supply trade de- 
sires additional lines on commission basis cover- 
ing New York City and Westchester County. 
Maintains showroom and competent sales force. 
Now handles several well-known lines. Can fur- 
nish best references. Bijur Sales Co., 867 East 
149th Street, New York City. 











HELP WANTED 


EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. We are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 
charge unless placed. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
New York City 


SALESMEN, thoroughly experienced in hard- 
ware, with following among retail hardware deal- 
ers in Metropolitan area, Westchester County, 
and vicinity, Nassau and Suffolk Counties, and 
northern New Jersey; wanted by progressive job- 
ber. Preferably those who own car. If you 
have actually sold hardware, write giving full 
details regarding experience, territories cqyered, 
and following in first letter. Our men are in- 
formed of this ad. Address Box B-86, care of 
Harpware Acz, New York City. 


POSITIONS WANTED 


EXPERIENCED HARDWARE PERSON- 
NEL with many years of training in the hard- 
ware and allied industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. If we 
can help you in any way, please do not hesitate 
to call upon us. We charge you nothing for this 


service. 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street 
New York City Wisconsin 7-1802—-1803 




















AVAILABLE — CONTACT REPRESENTA- 
TIVE to carry out plans and policies for the 
promotion of sales—to develop new channels for 
distribution. Practical merchandising experience. 
Successful sales record. ide and intimate ac- 
quaintance in hardware field. Traveled exten- 
sively over the entire United States. Desires con- 
nection only with manufacturer. Salary second- 
ary to proposition offering stability and future. 
Address Box B-105, care of Harpware Ace, New 
York City. 





1 AM LOOKING FOR A JOB. Have had 
wide merchandising experience. First with lead- 
ing hardware manufacturer, then with F. W. 
Woolworth Company, later as manager of large 
New Jersey hardware store and in recent years 
have operated my own store. Primarily a sales- 
man. Location no object but have more intimate 
knowledge and acquaintance in eastern territory. 
Available immediately. J. K. Brownell, 279 Park 
Avenue, Elberon, New Jersey. 


SALESMAN—ONE WHO BELIEVES IN 
RESULTS. Ten years’ experience contacting 
hardware trade, sporting goods houses, department 
and chain stores in Ohio, Michigan and Indiana. 
Wants permanent connection with industry which 
i man with unbroken record of real 





requires 

achievement. Salary or commission arrangement 
considered. Own car. Age 37. Home. Cin- 
cinnati. Complete reference and details in_inter- 


view. Principals only please. Address Box B-111, 
care of Harpware Ace, New York City. 


DESIRE PERMANENT _ CONNECTION 
WITH REPUTABLE MANUFACTURER. 
Thirty-six years old, married and have one child. 
Have lived in Florida twenty-one years, college 
graduate, and have traveled here thirteen years. 
Have fine contact with hardware and pouting 
material trade. Know the State thoroughly an 
can produce results. Excellent references. Would 
like personal interview with manufacturer desir- 
ing high-elass representation. Address Box B-121, 
care of Harpware Ace, New York City. 


SALES REPRESENTATIVE 38. years of 


age with 14 years’ experience covering greater 
New York Territory and intimate contact with 
buyers for reputable mill supply and wholesale 
hardware jobbers: also acquainted with large in- 
dustrial accounts. Can produce real volume for 
established line. Commission or salary basis. 
Address Box B-109, care of Harpware AGE, 
New York City. 

HARDWARE MAN, forty-two years old, 
single, sober and industrious, thoroughly experi- 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best references. Can go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Ace, New 
York City. 

EXPERIENCED HARDWARE SALESMAN 
AND EXECUTIVE of 15 years successful sell- 
ing, now employed by a nationally-known manu- 
facturer, desires to-make a permanent sales con- 
nection with Eastern or Southern hardware job- 
ber after May 15. Thirty-five years of age, 
educated, with unquestionable references both as 
to character and ability. Address Box B-118, 
care of Harpware Acre, New York City. 


SALESMAN DESIRES POSITION SELL- 
ING TO Illinois retail hardware and department 
store trade. Cover state thoroughly except_Chi- 
cago, making all towns large and small. Have 
sold this trade for years. Am well established 
and have the dealers’ confidence. Am reliable and 
have a reputation of being an able salesman. 
Address Box B-116, care of Harpware Ace, New 
York City. 

HARDWARE CLERK, MIDDLE- AGED, 
MARRIED, have 18 years’ experience in Brook- 
lyn hardware stores. Can furnish best of refer- 
ences and am familiar with all departments. Will 
go anywhere in city. Willing to start on small 
salary. Address Box B-126, care of HarpwarE 
Ace. New York City. 


I HAVE HAD FIFTEEN YEARS’ EXPERI- 
ENCE in the Greater New York District and am 
looking for a proposition to represent manufac- 
turer or job Can furnish first-class refer- 
ences as to character and ability. Address Box 
B-119, care of Harpware Acre, New York City. 
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POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





HARDWARE MECHANIC FAMILIAR 
WITH PLUMBING, wiring, furnace work, and 
general repairing; thirty years old, married, good 
appearance and habits; excellent background busi- 
ness experience; would like steady position at 
living wage with future possibilities. New York 
State or nearby. Not afraid of work and can 
give satisfactory service. Please investigate any- 
way. Frank P. Williams, Ellicottville, N. 





EXPERIENCED MAN WITH BROAD 
KNOWLEDGE of business principles, practices 
and procedure; also how to produce and perpetu 
ate bigger profits by right accounting, desires 
connections with progressive wholesale concern, 
needing a man qualified to discharge responsi- 
bility and get results. Highly satisfactory refer- 
ences. Address Box B-110, care of Harpware 
Acre, New York City. 


HARDWARE — ELECTRICAL SPECIAL- 
TIES. Traveled fifteen middle western states, 
Denver, Colorado to Duluth, Minnesota, for five 
years calling on hardware and electrical jobbers, 
department stores, public utilities; firm failed, 
desires similar position with reliable manufac- 
turer, am well known with the trade in this ter- 
ritory. Address Box 7500-A, Harpware AGE, 802 
Otis Bldg., Chicago, Ill. 








CONNECTION WANTED BY PURCHAS.- 
ING AGENT. Experienced in hardware, engi- 
neering and railroad supplies, contractor’s equip- 
ment, steel and metals. Understands accounts 
and is a capable salesman. Opportunity wanted 
with good concern. Salary moderate. Address 
a B-112, care of Harpware Ace, New York 

ity. 





TWENTY YEARS’ EXPERIENCE IN 
HARDWARE, housefurnishings, toys, mill, fac- 
tory, electrical and plumbing supplies. Experi- 
enced in interior store planning, merchandise dis- 
plays, window trimming and the making of show 
card and sign work. Understand how to plan and 
put on special sale programs that bring results. 
Let me hear from you at once. ddress Box 
B-127, care of Harpware Ace, New York City 





SALESMAN WITH FIFTEEN YEARS’ 
SUCCESSFUL EXPERIENCE in calling on the 
jobbing hardware trade of the South, and refers 
to hundreds of his old customers, is seeking em- 
ployment. Speaks Spanish and has sold goods in 
Latin America. G. W. Jeffords, Box B-128, care 
of Harpware Acre, New York City. 








Up-to-Date. 


—_——e———— 





DIRECT MAIL 


Addressing 
and Mailing Service 


Our Names and Addresses of Hardware Retailers Are ; 


Do Not Contain Dead Names—Have No Duplications. 
Include All New Names. 
Bring Maximum Success to Your Direct Mail Campaigns. : 


Our Mailing Operations Are 
EFFECTIVE -ECONOMICAL*PROMPTLY EXECUTED 
Prices Reasonable. Write for Details. 


HARDWARE AGE ADDRESSING DEPT. 
239 W. 39TH ST., NEW YORK, N. Y. 
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PUZZLE—JEWELERS— 
COPING, ETC. 


Over 300 styles and sizes 


TO FIT ALL MAKES OF MACHINES FOR 
CUTTING WOOD, METALS, PAPER, FIBRE, 
CELLULOID, ETC. 

Ruleta Blades are made from the highest quality 
Swedish Steel with round backs for easy turning, 
exceedingly sharp filed teeth—OIL HARDENED 
AND TEMPERED. The following are some of 
our popular numbers: 


70028-2115 5P- 1022 PBS 
10035-2143 5J- 1222 NJS7 
16054-30) 5F- 1534 NJ6 9 
20125-20) 5F-20112 935 


80031-18 D.T.—3259, Ete. 


ORDER BY MACHINE MANUFACTURERS’ 
STANDARD NUMBERS. ALSO COPING SAWS 
AND FRAMES. 


THE RULETA CO. INC. 


91 WARREN STREET, N. Y., U. S. A. 








MAY 11, 1933 
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MADE In AMERICA 
(Only the bamboo teeth, unpro- 
curable here, are imported) 

and 


Made Right 


Yamade 
“METAL-GRIP” 
Lawn Rake 


Most practical and durable of all 
BAMBOO rakes. The arched 
‘*‘Metal-Grip’’ keeps every tooth on 
the ground when rake is held at 
normal angle. This construction allows 
each tooth to do its share of the work, 
so that the user derives the use of the 
entire width of the rake without exerting 
pressure. Will not injure finest lawns. 
Spiral feature links teeth together without 
restricting flexibility. Made strongest to last 
longest. Distinctive appearance. 3 popular 
selling sizes; 18”, 24” and 30”. Good profit. 
Write for folder and trade-prices. 
Demand “Metal-Grip” Rakes from your Jobber. 
Jobbers write us. 
Western Sales Representatives Wanted. 


Geo. W. we Importing Co. 


Manufacturers 
Long Island 








A Popular Selling Balcony Dryer 
The HILL Style “D” Over-Hanging | 


Balcony Dryer is practical for use 
over walks and driveways. Equipped 
with four rig- 
id arms, best 
cotton line 
and patented ratchet 
for swinging clothes 
reel. Arms painted light 
chrome yellow; braces 
red; steel rod frame, 
dark green. Castings, 
malleable iron, heavily { 
galvanized. Send for 
Booklet which shows full line. 


He % L Worcester, Mass. ~~ 


New York Distributor—H. Kornahrens, Inc. 
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RUBBER TIPS 
ANDBUMPERS 


Everywhere in your community there are uses for 
these fast selling replacement items—on doors, desks, 
walls and furniture for the 
elimination of noise and the 
prevention of scratches. 
RUBBER HEADED NAILS 
SLOTTED SCREW TIPS 
RUBBER STEM TIPS 
CRUTCH AND CHAIR TIPS 


Send for Catalogue No. 50 


“She. ELASTIC TIP COMPANY 











Steel Brick and Mortar Hods 


- 


158 see deen No. 162 Brick, 
26°63" x 11%” 22”x10"2x7” deep. 
Have been used eng years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohte 





BOSTON 370 ATLANTIC AVE. MASSACHUSETTS 











7, | , BRUSH-NU COMPANY ,. 
ee 


BALTIMORE MARYLAND | 
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Brass Head Rustless 
Numeral ThumbTacks 


For use on Windows, 
Screens, Storm 
Doors, Furniture, 
Shelves, Bins, etc. 
Numbers run from 1 
to 25, 26 to 50, 51 
to 75, 76 to 100. 
25 Numbers on each 
block, 12 blocks in 
a box, 12 boxes in a 
carton. Retail at 10¢ 
for 25 numbers. De- 





Robt. E. Miller, Inc. 
35 Pearl Street 
New York, N. Y. 


IVES Patent Ventilating Lock 





Showing Window a Window 
Closed Manufacturers of pen. 


“Quality Hardware~Since 1876” 
Window and Door Specialties 


THE H. B. Ives Co. 
New Haven, Conn. U. S. A. 











The BOSTON LINE of Garden Hose 


EETS every garden hose need. 7 stand- 

ard nationally known brands of haus 
and moulded hose. Each 
brand a leader in its own 
price field. A complete 
line that gives you a hose 
for every purpose at a 
price for every purse. 




















BOSTON WOVEN HOSE & RUBBER CO. 


Cambridge, Mass. 
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PHOE 


NIX Sash Cord 
makes. tae 





T 


HERE are certain, definite, established standards in 


the making of sash cord. Phoenix Cord meets these 


standards. It is firmly and smoothly braided, uniform, 


and contains no loading. Each strand is made up of 


numerous threads for strength and durability. Because 


it is good sash cord Phoenix is good clothes line... 


strong, white, and durable, with a minimum of stretch. 


When you compare prices, compare value and its relation 


to sales, profits, and good will. 








Goruune Saste Cord makes the best Clothes Line 











MAY 


2. 


SAMSON CORDAGE WORKS 


39 Broad Street 


1933 


BOSTON, MASS. 


This Display 
is yours for 
the. asking .. 


Here is an attractive counter card produced 
in six colors and showing a sample of 
Phoenix Cord. Put it.on your counter and 


We also 


supply attractive counter folders. Write for 


double your clothes line sales. 


samples and price of Phoenix Cord. Give 


your jobber’s name, please. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


_] Please send samples and prices of Phoenix 
Sash Cord. [] Please send free Display 
Card. 


Name 


Address 


Our Jobber is 
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Shapleigh National Series No. 1800 
HARDWARE AGE 








